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No Puneh at the inn 


Bleak inns on blasted heaths have no whisky in the cellars, no Punch in the lounge, no leunge. 
Gayer and more metropolitan hotels are better stocked with such traditional amenities of the 
British way of life . . . and their wealthy clientele respond from the depths of their bank-balances 
to the Punch advertisements. People with high purchasing power may not be so numerous as 
once upon a time, but they still represent a valuable section of the millions of readers who 
(according to independent surveys) follow Punch’s weekly advice. 


.. pervasive ...persuasive 
GOES FARTHER THAN FIGURES 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, 10 BOUVERIF STREET. LONDON, F.C.4 TELEPHONE: CENTRAL 9161 
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ADVERTISER'S WEEKLY 


TO THE 


LETTERS 


EDITOR 


Sensitive 


About Their 
Status 


Sin,—As a sales promotion 
manager actively interested in 
developing the knowledge of 
students in sales management, 
may | comment on the article io 
your issue of March 29 “Six- 
point Plan for Education.” 

There can be no doubt that 
where entry to membership of 
any professional association is by 
examination, this association 
eventually reaches a professional 
status. Employers will then 
demand membership of that as- 
sociation as an essential qualifica- 
tion for employment above a cer- 
tain level. Any association con- 
tent to build its membership from 
those qualified by a limited period 
of practical experience cannot 
expect recognition as the leading 
body in its own field. 

The longer action on the lines 
suggested by your correspondent 
is delayed, the more difficult will 
be the task of those who eventu- 
ally recognise the necessity of 
tightening up conditions of 
membership. Advertising men at 
present are somewhat sensitive 
about their status in advertising. 
This is illustrated by the fre- 
quency of debates on the relative 
functions of advertising managers 
and sales managers and now ex- 
tended to discussion between 


advertising managers and P.R.O’s. 
The advertising manager claims 
to be the one who creates the 
demand, i.e., sells the product to 
the consumer. Without prejudice, 
may I suggest that education in 
advertising should incorporate the 
subject of “Principles and Practice 

of Salesmanship.” 
B. YOUNG, 


Sales Promotion Manager, 
Vactric Ltd. 


Motherwell. 


Pressure From Advertisers: 


Publisher’s Policy Defined 


Sir,—I have read with interest 
the letters which you published 
concerning pressure from adver- 
tisers for free editorial. 

That editorial matter in a news- 
Paper or periodical can be and 
is dictated by the advertiser, that 
advertisers can influence the con- 
tents and even the policy of a 
journal, seems to be widely held, 
principally by certain people who 
know nothing about either adver- 
tising or publishing but who wish 
to use this claim as an argument 
against both advertising and pub- 
lications and as a lever for exer- 
cising some control and censor- 
ship over both. 

All such claims and opinions 
are wild exaggerations. My own 
experience and policy is set out 
below; and I am sure, from my 
contacts with the heads of other 
publishing concerns, that this is 
also the experience and general 
policy of the very great majority 
of newspapers and periodicals. 
I have for over thirty years been 
the publisher of six or more 
periodicals both in the general 
field and in the trade paper field. 
Throughout this period my fixed 
policy, laid down in writing to 
all of our advertisement mana- 
= and representatives, has been 

is 

If an advertiser who adver- 
tises or is being canvassed to 
advertise with us, suggests 
editorial mention, he is to be 
informed at once that he can 
send the matter he has in mind 
to the editor, and the editor 
will consider it on its merits as 
either of news value or infor- 
mative and functional value to 
his readers and will decide on 
its publication or non-publica- 
tion strictly on that basis; but 
that no advertising can be ac- 
cepted with any editorial strings 
tied to it. 

If the advertiser or prospec- 
tive advertiser hands such 
editorial material to any mem- 
ber of the advertisement de- 
partment, the latter is to say 
that he will pass it on to the 


editor and the editor will judge 
it on its merits as stated above. 

Finally, if an impasse is 
reached and the advertiser or 
prospective advertiser becomes 
highly insistent and threatens to 
cancel or withhold advertising 
because editorial mention is 
not guaranteed, then the ad- 
vertisement manager may 
report such instance to me, the 
publisher and proprietor, and 
1 will deal with it according to 
the policy and principles set 
out above. 


Only 5 Or 6 Cases 
In 30 Years 


Now in thirty years, only some 
five or six of such instances have 
been referred to me. Our adver- 
tisement managers have naturally 
had many more requests along 
these lines but the great majority 
they deal with themselves in 
accordance with the first two 
policy-stating paragraphs above, 
and they have at times, on their 
own responsibility, refused adver- 
tising with such editorial-mention 
strings tied to it. It is only when 
an old or valued advertiser 
has become highly insistent, and 
combative in his demands that 
reference has been made to 
me. In such instances my 
set policy has been that either 
I or our managing director shall 
immediately contact the insistent 
advertiser on the telephone or 
personally, explain our policy to 
him in a most conciliatory but 
emphatic and, I hope, convincing 
way, and inform him that that 
policy must be adhered to in his 
case as it is in all other cases. 
Always at some stage of such 
conversation with the advertiser, 
I have had to state very bluntly 
that we will naturally be very 
sorry to lose the advertising 
patronage involved, but we will 
have to face losing it if the adver- 
tiser persists in his demands, and 
that no advertising will be ac- 
cepted by us on either an open or 
implied guarantee of editorial 
mention. And I may add that not 


in one single case which I have 
dealt with have we lost the adver- 
tising. 

It is quite true, as your cor- 
respondents have stated, that, 
especially in the case of a trade 
paper, editorial mention is given 
by name to many firms and many 
products, some of whom are ad- 
vertisers and prospective adver- 
tisers and many of whom are not. 
And this happens at times even 
in a periodical of general circula- 
tion. Furthermore, members of 
the advertisement departments 
have the right to suggest to the 
editor that certain editorial 
matter of this kind is well worth 
his using for such and such valid 
editorial reasons. But always the 
final decision is the editor's and 
he judges such editorial matter 
just as he judges any editorial 
matter that goes into his journal: 
from the point of view of its news 
value or its informative and 
functional value to our readers. 

“PUBLISHER” 
(Name and address supplied) 
London. 


Adding It Up 


Sir,—As one who has already 
been lucky enough to be able to 
exploit commercially an acci- 
dental broadcast mention of a 
branded product, may I con- 
gratulate the makers of a certain 
patent medicine on their good 
fortune in “pulling off a double.” 

One is tempted to believe that 
the B.B.C. has relaxed its no ad- 
vertising rule in view of the fact 
that the M.P. wife of a Cabinet 
Minister has: 

(a) Blurted out the name of a 


particular patent medicine 
during a popular broadcast 
programme. 


(b) In a later edition of the 
same programme, repeated the 
performance mentioning the 
very same branded product! 

D. APPLETON BIRKETT. 

Harrogate. 
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Giving the masses what they want 


Idd 
—— = 


Among the commentators on current affairs 
who write in JOHN BULL is military specialist 
Liddell Hart. Yet another example of the 
new high standards with which JOHN BULL 


_leads the weekly magazine market. 


WEEKLY NET SALE 
OVER 1,100,000 


A Giant by any Standard 


ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE . 


Se ee ee on al :)=—|( p 

a ail Ss | 1 tie 

me) 
ee ae 

a a 53 aw 

: i 

| i 

} 4 

| . ee 

7 MOS mi 

ag ¥; 

: —” wi io 
‘ ene , c i ime 
+s x 59) ee ‘i bal 

' = ager / % “ 

’ F ee a | 3 by deca 

; a. r rio Pe {eR 
f. < i. % ie 

a: Me ; 

ee oR "Waiaest Pi al 

. ‘ mie Ai = ; ; - 

a, i oe - os 
| a ll ‘ 
OS Bets ‘a 
() 3 sa = 
5 Gill a. a oie, . ; - 

; * . Ay ye 4 % , _ : he Aan ’ + ‘ 

. i ale | vs A: 

eS ie fe , 

; (| 2) ’ Ee aaoe: * ; ‘| 

> eon oe Be em re yr me? | a 

: Jo). ) 2 hii on s 2 ; iat 

y West = | : 7 ~ . 

YG “ie oe oes: 2% ‘ : AL vh tee. xg d 4 
> Say: Se ee ¥ af bei i a” 

a ae : 7 ak : % . f a £ : < YF 4: 8 - ; : "a 4 bat 

: as i Meco Br 4 hy os et ene f s 

5 , < ae tess an 7 ae » \ \ eee % 

\ ee ek . \ \ 3 ae 

: ‘oS a a Ae / - 

rr % «BS: ye a : ae oo ' me Ss 

" ‘ one ek en Biv. 4 cae, . ae | 

é 4 iM: Ei bese ae dos * ; a ot re : — F ma 

. So a. CU ae = ‘ei, % 

: aa 6 6Clltltit HK A OO 7 
en ts Cie ae ae. a pt ae ES. At Ake [ 4 . 

x t. ir ie aaa aide Pa ‘ fy « ods gt ae tig 4 a ie ae: 

: oe. on em st nie oe: Pave a. I ere ts EP + Baris ; ant 

: # A ‘Lae | faa } Cor: eae i we 2 Best “a 

j \ “ee . - “Soo a Ss 1 F, te WE a oa ] ‘. 

= fd _ w , dig “a 45 3 ; Fey ae et Tone <' " a 

: , ae eee Qe S> ie Ws ae \ - | ae ce a ES A a: Ome ie 

ee =—C le ar ee) Tae a ial : a de ae ‘- 
ie re ee Recent 4 d } < ¢ Sere bis ; . 
he __ dl | TN OS | 
‘ i é ay A ag Ret : a ch ; By we 4 f : & if . . + f G , i 
co a ~~ > P , i caer . a : ict ' } i age 4 i? es g re 
4 ai Paw a: Pa Swe a eg : = © a 4 » 
ay al ‘oe Aner id be a 4 cam Ci? } yh We 4 
We” & og FSF = = SO 
i é AY { el oe a ~ eds ale : ee les / pee Sy fers “ 
: uf , eae Bi 4 ‘ os ae i ee aa 2 ; ae eh 3 fi ‘ia ¢ 
\ 7 x ae o + $e oe = ey & A ae FS ee / y 

oa ; .« hg i , x es oa 7 A Se: ‘a Me be & cia ee San aes $ ad f ’ . 4 ij M. tie 

2 , Bae ay ce SF + \ Meee) \ - 4 

’ rd + ae 4 oo YS = ee P * . ek P| : 

5 4 oak og ie ae ms | Seren: : 2 ba e4 oo" By ’ i 

és > wD: tame i hoe See wh sk <n > Ss a bon Seek Sime : 

% PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. PO a 

. ate 

a ' ' - 
wet : . 


ADVERTISER'S WEEKLY - Aprit 12, 1951 


Jobs frequently come to us which can be tackled in one of 


many different ways. In such cases our approach to the 
matter is to choose a way involving mininum cost to the GHEE: KAW ATES ON 
client—provided that it is a method of production that will 


3 . 111 SHOE LANE LONDON EC4 Tel. Central 6555 Eighteen Lines ~ 
ensure a good job. It would, of course, be easier to let the Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


order pass straight into the production system without any PROCESS ENGRAVERS © CREATIVE ARTIUS 


. 2 ’ 7 9 i i rc are 
particular scrutiny. But “conveyor belt” principles accord PHOTOGRAPHERS + ADVERTISEMENT TYPESETTERS 


ill with pretensions to personal service. ELECTROTYPERS & STEREOTYPERS 
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NORTHERN 


_. IRELAND 


Blasting Beveridge Report, LLP.A. State— 
PREJUDICE CLOUDED THEIR JUDGMENT ON 
COMMERCIAL RADIO 


Vigorous Reply Affirms ‘No Change 
Of Present System Was Sought’ 


A BLACK-OUT 
~ FOR THIS 
POSTER 


Action by the British Poster 
Advertising Association resulted 
in a censorship of posters for a 
Folies Bergére touring show at 
Bristol. 

Strips of black paper, 6 ft. long. 
were pasted by the billposters 
over large figures of semi-nude 
girls draped in feathers, flowers 
and ribbons. The censorship com- 
mittee of the British Poster Ad- 
vertising Association had decided 
that the poster (reproduced above) 
was “unfit for public display,” 
and members were advised to blot 
out the girl on their hoardings. 

Mr. H. Mallatratt, secretary of 
the B.P.A.A., said the Associa- 
tion’s censorship committee in- 
spected the posters following 
many complaints from Glasgow. 
He added “We have taken similar 
action over posters in London 
advertising a new Folies Bergére | 
production. There the figure was 
of a comp'etely nude girl.” 


\— 
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Coated Paper 
Prices Up 
22d. Per lb. 


Following increases in the 
price of body papers, announced 
last week, prices of coated papers 
and boards have been raised. 
From Monday art papers were 
increased by 23d. per lb. and 
chromo papers by 24d. per Ib. 

These increases relate to mini- 


mum mill prices for home orders. 


The prime cost of art paper will 
now be Is. 84d. per Ib. for double 
crown 42 I|b., with additions for 
lighter substances. Pre-war cost 
of art paper was about 4d. per Ib. 


POST RATE RISE: 
PROTEST LIKELY 


Officers of the British Direct 
Mail Advertising Association 
are meeting to-day (Thursday) 
to discuss the action of the 
Postmaster General in raising 
the inland rate for printed 
papers from id. for the first 
2 oz. to 14d. for the first 4 oz. 
as from June 1. 

The increase has aroused 
criticism among direct mail 
firms as a tax on industry. 

One firm estimates that it 
would reoresent an increase on 
its costs of £1,000 a year. 


If a commercial 


stress of competition its 


station was established in Great 
Britain, listenership to it would be considerable. 


Under the 
would be improved and 
These 


listenership to them would almost certainly increase. 
claims are made in a pamphlet issued to members by the 


Institute of Incorporated Prac- 
titioners in Advertising, which 
expresses vigorous disapproval 
of some of the findings of the 
Beveridge Committee’s report 
on the B.B.C. 


This Report, says the pam- 
phlet, in so far as it deals with 
the controversial subject of com- 
mercial broadcasting, is open io 
serious criticism. 


General ignorance 


“The general ignorance of the 
people of this country of the con- 
duct, function and value of ad- 
vertising to the nation is such that 
it was inevitable that quite un- 
justified submissions should be 
made with regard to commercial 
broadcasting by many of those 
who came forward to give evi- 
dence.” states the pamphlet. “If 
the Committee as a whole, in 
spite of the lack of an expert 
within its membership, took a 


STOP PRESS! _ 


FRONT 
2 x it | 
£2 


proper view of such submissions, 
there is little evidence of the fact 
in its Report.” 

Little weight appears to have 
been given to LLP.A. argumenis 
for breaking down the B.B.C. 
monopoly by the provision of « 
competitive commercial broad- 
casting programme it is main- 
tained. Other bodies which sup- 
ported this advocacy were the 
Music Directors Association, the 
Radio Writers Association, Radio 
and Television Retailers Associa- 
tion, and the British Actors 
Equity Association. 

Considerable weight, how- 
ever, was apparently given to 
arguments submitted by the 
B.B.C. and those connected 
with it, although, says the 
pamphlet, “some of them re- 
grettably bear the stamp of 
prejudice on the part of persons 
who are, perhaps, frightened at 
the thought of competition and 


@ Continued on next page 


EXTRA 


TITLE CORNERS 


Commencing May lst 


Apply w C. L. POUNDS, London Advertisement Manager 
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ADVERTISER'S WEEKLY 


Ice-Cream Makers Launch 


Whittling Down 
The Exhibits 


A preview of the South Bank 


exhibition was 
Ronald Amos, press _ officer, 
Council of Industrial Design, 
speaking at a meeting of the 
British Association of Industrial 
Editors. : 

He described the various sec- 
tions and the complicated task of 
whittling down the vast number 
of exhibits that had been pre- 
sented by manufacturers for in- 
clusion in the industrial section 
of the exhibition—the section that 
would tell the astonishing story 
of Britain’s industrial growth dur- 
ing the past 100 years. 

Although the site covered 57 
acres. he said, the actual exhibi- 
tion space was only a little more 
than that available at Olympia. 


B.D.A. London 
Executive -« ,: 


First executive committee of 
the newly-formed London branch 
of the British Display Associa- 
tion consists of: Messrs. E. H. J. 
Bridges (Daniel Neal), K. G. 
Cotman (Yardley), C. F. Craw- 
ford (Ely of Wimbledon), L. S. 
Day (Welwyn Garden City 
Stores), D. Downey (Peter Lord), 


supplied by 


R. D. ebenezer (Bentalls). F. R. 
Ford (Jay's), R. Gayton 
(Pollard’s), L. E. M._ Pascoe 


(College for the Distributive 
Trades), J. W. Priest (Derry & 
Toms), Hall Taylor (W. H. Smith) 
and P. H. Whitney Coates (1. & R. 
Morley). 


More, Was Spent 
OnfReading 
The White Paper on National 
Income and Expenditure issued 
this week shows that personal ex- 
penditure on newspapers during 
1950 totalled £66 million as com- 
pared with £65 million in 1949. 
Expenditure on magazines was 
£48 million against £39 million 
the previous year. 


Campaign 
By Posters 


For the first time in their 
history, T. Wall & Sons Ltd., ice 
cream manufacturers, will this 
year engage in poster advertising. 
A campaign throughout April, 
May and June will involve some 
5,000 sites in more than 320 
towns throughout the country. 

J. A. A. Beer, advertising man- 
ager, told ADVERTISER'S WEEKLY 
that the campaign was a mile- 
stone in the firm’s advertising. 
Poster sites had been chosen in 
selected towns and he felt con- 
fident the campaign would add 
powerfully to public awareness 
of the brand name. 

Printed in eleven colours, the 
Wall's poster has been designed 
by John Gilroy, the portrait 
painter, well-known for his series 
of Guinness posters. It shows a 
British workman, a housewife, a 
businessman, a girl hiker and 
other types approaching a shop, 
with the slogan: “Stop Here and 
Buy One”—a flashback to the 
original Wall's tricycle invitation, 
“Stop Me dnd Buy One.” 

So that local shopkeepers can 
identify themselves with the main 
campaign on the hoardings, an 
exact miniature in full colour of 
the 16-sheet poster will be sup- 
plied for their windows. 


56 
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Genoa Radio Listeners’ As- 
sociation is suing the Italian 
National Broadcasting Com- 
pany, Radio Italiana, for 
breach of contract. 

They claim that the com- 
pany is wrongfully selling to 
advertisers broadcasting _ 
bought by the listeners when 
they paid their licence fees. 


Taking Art To 
The People 


The second exhibit.on of the 
Graphic Arts Group is being held 
in the Army and Navy Stores’ 
lecture hall, London, and will run 
for 


two weeks, opening on 
Monday. 
The Graphic Arts Group 


founded last year by 32 year old 
artist designer Robert A. Willis, 
is believed to be the first of us 
kind in the country. Aiming to 
take art to the people and show 
the general public something of 
the modern young professional 
artist's work, it intends to hold 
shows in public houses, stores, 
church halls, canteens, and 
libraries, and to show not only 
fine but commercial art too. 
Posters and _ portraits, textile 
designs and landscapes, abstract 
paintings, inn signs and fashion 
drawings are shown side by side. 
Membership of the Group is 
limited and is by invitation. 


Better Packaging Needed 


To Maintain Exports 


The urgent need of waste paper recovery, both for packaging 
and for the rearmament programme, was stressed at a luncheon 
given by the Waste Paper Recovery Association on Tuesday. 
Mr. Hervey Rhodes, M.P., Parliamentary Secretary to the Board 


of Trade, ‘said that although 
imports were greater than at 
any time since before the war, 
our mills were finding it diffi- 
cult to obtain enough wood 
pulp from abroad to work to 
full capacity. 

As a result of the campaign 
launched through the Association, 
he said, more than 1,200 local 
authorities were now collecting, 
as compared with 1,774 during 
the war; and 895 had entered for 
the national salvage contest. ; 

Ihe cheaper kinds of packaging 
material depended almost en- 
tirely on waste paper, Mr. Rhodes 
pointed out. Better packaging 
was needed in order to maintain 
our volume of exports, especially 
to the dollar markets. 


Mr. John Freeman, M.P., Par- 
liamentary Secretary to the 
Ministry of Supply, said that 
30,000 tons of carton board was 


needed in the first year of the 
rearmament programme, and this 
volume would probably increase 
Steadily each year. 


_ Mr. Freeman gave astonishing 
figures of the losses of equip- 
ment owing to faulty packing 


during the last war. Because of 
it 90 per cent of the cathode ray 
tubes required for radar had 
proved unusable at the Nor- 
mandy landing. It had been 
decided that the priority of 
packaging material for military 
equipment was precisely the same 
as for the equipment itself. 

Mr. Sidney Garland, general 
manager, W.P.R.A., said that six 
months ago it had been decided 
to ask for a million tons of 
paper, and by the end of Febru- 
ary nearly this amount was being 
consumed. 

Major E. L. Fifoot, chairman. 
W.P.R.A., who presided, said 
that the demand for this raw 
material was more urgent than 
ever before. 


Colour Photos 
To show some of their recent 
work Adprint Studios are holding 
an exhibition of colour photo- 


graphy at Adprint House, Rath- 
bone Place, W.1, from April 
16-27. Most of the exhibits are 


colour prints on paper, examples 
of problems which have been 
solved by Adprint technicians. 
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REPLY TO 
BEVERIDGE 


the disturbance of their dove- 

cotes.” . 

The pamphlet emphasises that 
no one suggested in a memor- 
andum to the Committee that the 
system operated by the B.B.C. 
should be replaced by a system 
of sponsored radio such as exists 
in the U.S.A. Similarly, no one 
suggested in a memorandum that 
advertisements should be per- 
mitted in the present B.B.C. pro- 
grammes. Despite these facts, six 
members of the Committee filled 
over 13 pages attempting to show 
how undesirable and injurious 
would be the adoption of these 
suggestions—which no one had 
made to them. 

“In the process they reveal a 
good deal of prejudice and a good 
deal of ignorance of advertising,” 
states the pamphlet. 

It is regretted that these six 
members should have stated that 
1,330 members of the Incorpor- 
ated Society of British Advertisers 
were circularised for their views 
on commercial broadcasting 
when that Society specifically 
stated in its memorandum that i 
had only 424 members. 

Discussing the main Report the 
pamphlet reiterates part of the 
Institute’s evidence and criticises 
its summary in the Report as 
“giving an entirely wrong impres- 
sion of what the Institute said 
and requires.” 

Establishment of an additional 
programme under control of the 
B.B.C. on which time may be 
purchased for commercial pro- 
grammes cannot possibly be 
described as a change of system, 
it is contended. 

The pamphlet states: “The con- 
clusion of the Committee there 
is ‘No strong desire’ on the part 
of advertisers for facilities for 
commercial broadcasting (if that 
is what the Committee means) is 
due, perhaps, to its failure 
properly to consider the relevant 
facts, and properly to interpret 
the figures submitted 5y 
1.S.B.A. m 

“The figures given by I.S.B.A. 
appear to have been accepted as 
supporting the case against com- 
mercial broadcasting without any 
very close scrutiny. To anyone 
engaged in advertising, the pro- 
portion of advertisers in favour 
of commercial broadcasting ap- 

ears very high.” 


Old Masters— 
New Ideas 


Picture Post of last Friday was 
not circulated in Eire. 

Eason & Son Ltd., the biggest 
wholesale and retail newsagents, 
issued a circular to subscribers 
Stating: “By arrangement with 
the publisher this week’s issue of 
Picture Post has not been 
distributed in Eire.” 

It is understood that exception 
was likely to be taken by the 
Irish censors to reproductions of 
some classical paintings. 
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Britain Should 
Give Lead In 
Fresh Design 


“Unless we are about to em- 
bark on a Tudor, a Norman, or 
even a Stone age, we have pretty 
well run the gamut of deliberate 
copying from the past, and there- 
fore we will have to face the fact 
that the time has come to be 
original!” 

This warning was sounded by 
Mr. Richard Lonsdale-Hands, 
the industria] designer, during 4 
forecast of changes in standard 
design which he made to the 
Incorporated Sales Managers’ 
Association at Birmingham on 
Monday. 

Britain’s tendency to copy from 
the past was its biggest weakness. 

Mr. Lonsdale-Hands believed 
that by analysis and by setting an 
example in design to the rest of 
the world we could give to the 
international markets a style, a 
character, a form, and a fresh- 
ness that could be characteristic- 
ally British — up-to-date, and 
worthy of our finest traditions. 


Glowing Future 
For Clothes 


A large range of daylight- 
glowing printing inks and the ap- 
plication of fluorescence to wear- 
ing materials were among the 

evelopments envisaged by Mr. 
G. D. Dane and Mr. T. Thorne 
Baker, of Dane & Co., Ltd., 
manufacturers of Day-Glo, in a 
talk to the Royal Society of Arts. 

Mr. Baker, the company’s 
director of research, hoped that 
with the use of orgamic phos- 
phorous, it would be possible to 
produce more lasting and _pic- 
turesque printing inks, which 
would give the artist a wider and 
perhaps more congenial palette. 

Fluorescent dyes could be 
driven, by the aid of formic acid, 
into cellulose fabrics. “Quite 
recently we have seen advertise- 
ments for such articles of cloth- 
ing as socks, in which Day-Glo 
patterns have been woven, and 
even of svorts shorts,” said Mr. 
Baker. “Perhaps one day we shall 
see our foctball teams identified 
by fluorescent jerseys and shorts, 
and shall more easily recognise 
the sails of the yachts in a 
regatta.” 


Truth In Ads. 
—Unscripted 


Rad'o Eireann, Ireland's State- 
controlled radio station, is shortly 
to broadcast an unscripted dis- 
cussion on “Truth in Advertis- 
ing.” 

Those taking part will be 
Desmond B. O’Kennedy 
(O’Kennedy-Brindley Ltd.), 
William G. King (Independent 
Newspapers), Seamus Kelly 
(columnist. Jrish Times) and 
John O'Donovan (broadcaster 
and journalist) with Maxwell 
Sweeney as chairman. 


x 


FESTIVAL 
EXHIBITS 
BY SPICERS 


Examples of their fine station- 
ery, writing compendiums, ac- 
counts books, and wrapping 
paper, which have been approved 
for exhibition at the Festival of 
Britain, were shown by Spicers 
Ltd. at their offices on Friday. 

One souvenir—the “Advelope™ 

consists of a large court 
envelope produced on a new 
machine that prints a design or 
wording in reverse in such a way 
that it is visible from the outside, 
rather like a watermark. These 
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envelopes have already been 
adopted by many commercial 
firms for their normal n.ailing, 
either with or without their names 
printed on the flap. 

At the Great Exhibition of 
1851 Spicers not only had a 
stand, but were, in conjunction 
with William Clowes & Sons, 
contractors for the guides, cata- 
logues, and official reports. 


ON THE RECORD 


The British Display Association 
are organising a nation wide 
Festival window display contest 
open to all retailers. 

Columbia Graphophone Co., 
Ltd.. the Gramophone Co., Ltd. 
(“His Master's Voice”) and the 
Marconiphone Co., Ltd... are 
Participating in the electrical, 
musical goods and radio section 
of the contest as sponsoring 
manufacturers. 


Hulton Press 


TRADE CIRCULAR MOF An evaional payer for cetall mowagent 


Housewife Magazine Issue 


JOE KEEN FACES 


THE FUTURE 


Se Cn See 


Hh —— ‘$ J 
Hulton’s Novel 
Approach 


Some 20,000 newsagents and 
wholesalers have received a 
new style trade circular (sec- 
tion shown above) from 
Hultons announcing the May 
issue of “Housewife.” 

Prepared by an “Eagle” team of 
artists and visualisers, the 
tircular employs strip tech- 
nique to put over the an- 
nouncement of special fea- 
tures in the magazine. 

Future promotion is planned so 
that some issues will be 
heavily advertised, nationally 
and locally, and some will not. 
Newsagents will be advised in 
advance about the advertised 
issues and a few extra copies 
will be available. 

This promotion line is to be used 
for other Hulton publications. 
Colour may be introduced 
into the circular. 


Crane Publicity 
Comes Of Age 


An informal cocktail party 
was held last Thursday at the 
Holborn Restaurant, where more 
than 50 staff and guests joined in 
celebrating the coming of age of 
Crane Publicity Ltd. Managing 
director, V. J. Jimmy) Sayles, re- 
called that at a three-cornered 
meeting between the present 
chairman, the late Millard 
Buckley of Rolls Royce and him- 
self, it was decided that London 
needed a new commercial art 
service—and so Crane Studios 
were born. Later the name was 
changed to Crane Publicity Ltd. 

A presentation was then made 
to L. W. J. Hancock, now pub- 
licity officer for F. Perkins Ltd., 
personally a Crane client for 21 
years. In reply, Mr. Hancock 
spoke of the friendly co-operation 
he always received. Cheques were 
presented to F. Tomlins (studio 
manager) and Mrs. L. Walters 
(assistant secretary), both of 
whom joined the staff at the 
company’s inception. Mr. Tomlins 
also made presentations to Mr. 
Sayles and Mrs. Walters. Finally. 
a presentation was made from the 
staff to the founder directors. 


ADVERTISER'S WEEKLY 


Round-The-World 
Newsprint Newsreel 


Goodwill Cut 
Wanted 


If present newsprint shortage 
and prices continue most of 
India’s newspapers will be extinct 
in a year’s time. 

This was the warning of Mr. 
J. C. Jain, general manager of 
the Times of India who visited 
London last week, 

Mr. Jain said that if the 
American newspaper proprietors 
could be induced to cut their 
consumption by five per cent as 
a gesture of goodwill in a world 
in which the democracies were 
working together for peace and 
required the services of their 
newspapers, the situation would 
right itself. 

The Canadian supplies would 
once more become available to 
India at £75 sterling a ton inclu- 
sive of freight charges to Bombay. 
The Scandinavian price of £115 
sterling a ton would then have to 
drop. 


Land Of Plenty 

Refuting a suggestion § that 
British newspapers were trying 
to “filch a few tons,” of news- 
print from New Zealand by caus- 
ing a breach of the supply con- 
tracts which the New Zealand 
Press has with British mills, Mr. 
F. P. Bishop, M.P., in a letter io 
The Times stated: 

“We can and do sympathise 
with the difficulties of the New 
Zealand Press; but, according to 
my latest information, the New 
Zealand newspapers are able to 
publish 12 pages a day and the 
weeklies as many as 26 pages.” 


PROMISE ON EXPORTS 


Assurance that if there was 
any danger of further restriction 
in newsprint supplies to our 
home market he “would be pre- 
pared to go into the question of 
exports” was given by Mr. 
Harold Wilson in reply to a 
Commons question. 


P.R.O.’s Told To 
Avoid Jargon 


Brigadier R. F. Johnson, head 
of the information department of 
the Colonial Office. addressing the 
Institute of Public Relations, 
said: 

“I beseech you to give a wide 
berth to that most bogus of 
sciences, psychology. Do a little 
forgery, if you must. After all, 
one must live. Weigh down, if 
you must, the scales of reason 
with a dollop of overstatement, 
Sell your geese as swans. 

“But do not let yourself and 
our profession down by dabbling 
in the jargon of psychology, in 
comparison with which the tech- 
nical language used in selling 
sarsaparella over the tail-board 
of a wagon at a country fair is 
sincere and realistic,” 
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ADVERTISER'S WEEKLY 


THE MOUNTING TOLL OF 


‘No Alternative To Dearer Papers’, 
Says Newsagents’ Secretary 


RATES 


Announcing revised advertise- 
ment rates for 14 journals, A. F. 
de Jonquet, advertisement 
director of lliffe and Sons Ltd.. 
and the Louis Cassier Co. Ltd. 
(Associated Iliffe Press) states: 
“Although continued rises in the 
costs of paper, printing and 
production have necessitated a 
revision in the rates, the circula- 
tion of a number of journals with 
a wide weekly or monthly distri- 
bution has grown to such an 
extent that they mow actually 
show a substantial decrease in 
the cost per page per thousand.” 

Whole page (lowest _ series) 
changes are: Amateur Photo- 
grapher increases from £36 to £40; 
Architect and Building News 
from £17 to £22; Autocar from 
£54 to £64; Flight from £38 to 
£50; Metal Industry from £14 
to £18; Motor Cycle from £70 to 
£85; Motor Transport from £60 
to £70; Aircraft Production from 
£21 to £25; Automobile Engineer 
from £25 to £30; Iron and Steel 
from £15 to £20; Machine Shop 
Magazine from £20 to £25; 
Mechanical Handling from £24 to 

£28; Wireless World from £50 to 
£58; © assanties World from £30 


© | 


Increases in some advertisement 
rates for three publications are 
announced by Odhams Press. 

As from October 6 issue colour 
page rate for Woman will be 
raised to £2,600 per page. Mono 
tone rates will not be changed 

Everywoman page rates will 
be increased with the September 
issue to £280 ordinary positions, 
and £300 for facing matter or 
next-matter when available 
With the October issue the back 
cover or inside page facing 
matter full colour rate will be 
raised to £480 Inside pages, 
ordinary positions, in full colour, 
will be £460. 

The monotone rate for Picture- 
goer as from June 2 will be 
increased to £300 and from July 
7 the two colour back cover wil! 
cost £350 per page. 


££ £é 


Childhood advertising rates are 
to increase by approximately 25 
per cent for new contracts as 
from the June issue and for exist- 
ing contracts from the July issue. 

A much heavier increase had 
been scheduled for the autumn as 
Childhood has more than trebled 
its circulation in 18 months with- 
out any increase in the rate, state 
Lewis Publications Ltd. Rising 
costs, however, make the present 
interim increase unavoidable. 

Rates for the Car and Car 
Topics have been increased to 
£20 a page. D. A. Goodall Ltd. 
have taken over the advertise- 
ment representation. 


PRICES 


If costs continue to rise it may 
be necessary for provincial news- 
papers to increase selling prices, 
said the Hon. E. Langton Iliffe, 
a director of the Birmingham 
Post and Mail Ltd., at the 
annual dinner of West Midland 
and North Wales District Council 
of the National Federation of 
Retail Newsagents) in Birming- 
ham, 

Mr. Iliffe said that because of 
restricted supplies of newsprint, 
newspapers were not able ade- 
quately to inform the public, and 
the economics of newspaper pub- 
lishing were also _ seriously 
affected. The price of newsprint 
was already five times its pre-war 
price; probably in a month or 
two it would be six or seven times. 
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He could not say whether the 
price of the national newspapers 
was likely to be increased in the 
near future. It depended on 
whether the price of newsprint 
was likely to go above the figure 
which publishers felt they could 
stand. 

In the provinces most evening 
newspapers increased their price 
some years ago. The price of the 
Birmingham Pest was increased 
last July ahd some other provin- 
cial newspapers had since fol- 
lowed suit. It was doubtful, if 
costs continued to _ increase, 
whether the provincial news- 
papers would not have to make 
further increase. 

From the publishers’ point 
of view they would rather not 
increase the prices of their 
newspapers, provided all sex 
tions of the trade were ade- 
quately remunerated, as they 
felt that the rationing of means 
of knowledge and information 
by price was a bad thing. 

It was in the national interest 
that people should read more 
than one point of view. 

Earlier Mr. C. H. Neale, organ- 
ising secretary of the National 
Federation, referred to the deter- 
iorating newsprint position which, 
he said, might mean an increase 
in the price of newspapers. Pro- 
duction costs were rising and he 
saw no alternative to increased 
selling prices. 


Gold Medal Layouts 
Going On Tour 


\rrangements are now being 
made for selection of about 30 
layouts from the British Federa- 
tion of Master Printers annual 
Gold Medal Layout Competition 
to be exhibited at printing and 
technical schools throughout the 
country. 

Last year the selected speci- 
mens were routed to some 30 
educational establishments all 
over the country. 
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COSTS 


IRLLAND of the Melcomes! 


Ireland is next door to you only a matter of 
Air or Sea—a holiday feeling everywhere, 


this gay and friendly land 


ba jaontontaali 
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This is the first of the series of 

advertisements to appear during 

the next six months in newspapers 

and magazines for the Irish 
Tourist Board. 


A Winner 


A window in Hopewell’s 
Ltd., house furnishers, Not- 
tingham, has been devoted to 
advertising the Put-U-Up bed 
settee. 

On a bed reclines a large 
dummy horse, his body 
covered with a sheet and a 
horse blanket. 

Also in the window is the 
“Tote.” a large board headed 
“To-day's Selection.” 

Stuck into the “ground” are 
various boards, which bear 

racey” recommendations 
such as “For a_ successful 
nap.” “A favourite for the 


home stretch.” 


Humour As Spur 
To Shop Sales 


The suggestion that shop 
windows and store displays 
should try a little more humour 
was made by Mr. Wynne 
Jones, editor of the Bootle Times 
series, in a talk on “Newspapers 
and Shop Windows” to the North 
Western Area of the British 
Display Association at Liverpool! 
College of Art. 

Newspapers and shop windows. 
he said, had these functions in 
common—to interest, to attract, 
to inform and to educate, but, 
whereas newspapers had devel- 
oped the function of amusing 
and entertaining their readers. 
shops generally lagged behind in 
this respect. 

It was a well known fact that 
no matter how serious the news. 
readers of Liverpool's largest 
evening newspapers turned first 
to the page carrying the 
humorous and gossip items. 

He agreed that humour must 
not be overdone, but claimed that 
an entertaining or whimsical idea 
would help to fix a store, a dis- 
play. or a commodity in the 
mind of the buying nublic who. 
in these days of difficulties and 
shortages, responded to a touch 
of the comic more readily than 
ever. 
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Praise For 
Litho Team 


John J. Capece, project 
manager for the Anglo- 
American Council on Pro- 
ductivity who accompanied 
the British Litho Team 
during its tour in the United 
States, has written a very 
complimentary letter about 
the team to the American 
Section Council. 

Mr. Capece writes: “It has 
been one of the outstanding 
teams ever to have come to 
these shores.... Particularly 
notable was the high spirit 
with which they tackled 
their tasks—not only each 
individual visit but the pro- 
ject generally. 

“They have been very well 
received everywhere by both 
management and labour and 
I can tell you they them- 
selves created a fine impres- 
sion and a feeling of high 
respect.” 

The visits secretary of the 
U.K. Section of the Council, 
writes: “May I say that this 
expression of appreciation is 
no surprise to us here be- 
cause we felt confident that 
the team was a very good 
one.” 


Sports Fair 


A British Sports and Games 
Fair is to be held at the Royal 
Horticultural Hall, Westminster, 
from July 28 to August 6, under 
the patronage of the National 


Playing Fields Association. 
Organisers are Hymac_ Enter- 
prises. 


Interspersed between sections 
featuring football, cricket, tennis. 
cycling, golf and other games of 
skill will be stands showing 
sports equipment and products. 

Layout of the Fair ensures that 
visitors will go round the hall in 
one direction. 

Speaking at a trade preview of 
a film “Festival of Sport” on 
Monday, Lord Luke, chairman of 
the National Playing Fields 
Association, said that during the 
Festival year as much as possible 
should be made of the wide range 
of sports in this country. The 
Association we'comed such an 
exhibition. 


New I.S.M.A. Branches 


Inaugural dinner of the Royal 
Counties Branch, Incorporated 
Sales Managers’ Association 
which covers Buckinghamshire. 
Berkshire, Oxfordshire, Hamp- 
shire. Dorset and parts of 
Middlesex and Surrey, and num- 
bers nearly 100 members—was 
held at Maidenhead. 

Founder president of the 
branch is Sir Charles Colston. 
and founder chairman, Mr. F. H 
Bunn. 

Coventry Branch. Incorporated 
Sales Managers’ Association. will 
be inaugurated at a luncheon on 
April 21. Mr. A. C. Woodman 
(Coventry Eagle Cycle & Motor 
Co.. Ltd.) will be the first chair- - 
man 
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Window Display SchemeZBreaks 
New Ground With Media Aid 


Media-client co-operation is 
carried an interesting step forward 
with a new window display enter- 
prise by J. & E. Atkinson Ltd., 
the perfumers, a section of which 
is pictured above. 

The firm have offered their win- 
dows in Old Bond Street to the 
beauty editors of a number of 
women’s magazines each of whom 
gives a beauty hint. The relevant 
Atkinson products are exhibited 
with the message and a 
pastel-drawing of the editor 
responsible. 

Papers featured in the present 
series are Harper's Bazaar and 
Vanity Fair, Woman and Beauty, 
Woman, Everywoman and Homes 


& Gardens. These will be re- 
placed shortly by Vogue and 
Vogue Beauty Book, Weldon’'s 
Ladies Journal, Woman's Journal, 
Modern Woman, and Woman's 
Own, 

The windows will be turned 
over to Festival themes in May, 
but other women’s journals may 
participate in a further series in 
the autumn. 

The idea was conceived by Miss 
E. Macdonald, Atkinson's devel- 
opment manager, and put into 
operation by L. Maclver, chair- 
man, M. B. Hailes, marketing 
‘nanager, and T. G. Davies, ad- 
vertising manager. Lintas are 
the agents. 


OBITUARY 
A. G. Steele 


Mr. Albert George Steele, who 
died last week in his 81st year, 
founded Steele's Advertising 
Service Ltd. in 1910. The 
agency was responsible for the 
first advertising ever placed by 
C. E. Fulford Ltd. of Leeds, Bile 


Beans, Zam-Buk, Peps, Peek 
Frean’s biscuits and Meltis 
chocolate. 


Mr. Steele was one of the first 
users of skywriting for adver- 
tising, and of the radio from con- 
tinental stations. 

As a member of the old Asso- 
ciation of British Agents, he be 
came an original Fellow of the 
Institute of Practitioners on its 
foundation. 

A man of high principles and 
pleasant personality, esteemed 
alike by his colleagues, clients 
and competitors, Mr. Steele 
parted with control of his busi- 
ness to Spottiswoode, Dixon & 
Hunting who took over all the 
staff. He resigned his chairman- 
ship in favour of R. G. Hervey. 
chairman of Spottiswoode’s, but 
retained his directorship of 
Steeles until 1949. 


Carl Biddle 


Mr. Carl Biddle, partner with 
his brother in the Birmingham 
agency of Biddle Bros. and Taylor 
Ltd., died suddenly on Friday, 
aged 54. 

Together with his brother, H. 


Guy Biddle, he founded the 
agency in 1920. It was made a 
limited company last November. 
For many years he was 
honorary secretary of the 
Midland Committee of the 
Institute of Incorporated 
Practitioners in Advertising. 
The business will continue 
under the directorship of his 


brother. 
G. Hoare 


Mr. George Hoare, a director 
and managing editor of the South 
Wales Argus, Newport, has died 
aged 55. He was senior vice- 
president of South Wales and 
Monmouthshire for the News- 
paper Society 


J. Fulton 


Mr. John Fulton, of Wishaw, 
Scotland, vice-chairman of the 
Co-operative Press Ltd., who has 
died, was the last survivor of the 
board which purchased Reynolds 
News in 1929. 


J. W. Train 


Mr.- John W. Train who has 
died in hospital was 38 years in 
the advertisement department of 
the News of the World prior io 
his retirement in 1948. 


M. Ireland 


Mr. Maurice Ireland. chairman, 
the Irish Linen Guild, a_publi- 
city. organisation, has died in 


Belfast, aged 68. 


Officers To Tackle 
Many Jobs 


At a meeting of the Council 
of the Publicity Club of New- 
castle upon Tyne and District 
Mr. E. Ross was co-opted to the 
Council. Mr. Ross is chairman of 
the committee handling the 
Club’s projected “Festival Focus 
on Advertising.” 

Officers elected were: N.A.B.S. 
steward, Mr. E. R. Fearnsides; 
editors of the Club Digest, Mr. 
John Philipson, Mr. Walter 
Pickering and Miss Irene Gray; 
advertisement manager, Mr. T. 
Gray; librarian, Mr. E. Ritzema;: 
public speaking officer, Mr. A. 
Cormie; C.D.C. delegates, Mr. 
John Newcomb and Mr. A 
Cormie; education, Mr. J 
Philipson; social, Mr. G. de L. 
Watteau and Miss J. Foster: 
Press, Mr. F. Buck; programme, 
Mr. J. T. Border; junior liaison. 
Mr. W. Pickering; membership, 
Cr. A, Gray and Mr. D. Wood; 
reception, Mr. J. Craven; vigi- 
lance, Mr. J. Downes. 


Southampton 
Club Produce A 
Festival Guide 


A souvenir of the town’s ex- 
tensive Festival celebrations has 
been produced by Southampton 
Publicity Club on behalf of the 
Festival of Britain Committee. 

This is a Festival handbook, on 
sale at one shilling. Complete 
with a foreword by the Mayor 
(Ald. Dr. G. H. Barendt), the 
handbook presents a comprehen- 
sive yet concise portrait of the 
town and port of Southampton, 
industrial, artistic and sporting. 

A double-page sketch map of 
the town, and a complete calendar 
of Festival events, are included. 
Mr. A. B. Burnett, club secre- 
tary, was responsible for compila- 
tion and layout. 


Golf 


N.A.G.S. Spring 
Meeting 

Arrangements for the spring 
meeting of the Newspaper and 
Advertisers’ Golfing Society are 
as follows: 

Auction lunch.—Monday, May 
7, at the Savoy Hotel. 

Spring meeting.—Wednesday. 
May 9, at Sunningdale. Morning 
round for the Sir Emsley Carr 
Challenge Cup and Replica (18 
holes medal); afternoon round 
for the “Advertising World” Cup 
and Replicas (foursomes v. 
bogey). Both the Old and the 
Jubilee courses will be used for 
each competition. 

The annual general meeting of 
the society will be held after the 
day’s golf. 


ADVERTISER'S WEEKLY 
Portsmouth and Southsea 


THE INTRICACY 
OF ADVERTISING 
COPYRIGHT 


Mr. C. Anstice Brown, director 
of the Institute of Incorporated 
Practitioners in Advertising, ad- 
dressing Portsmouth and South- 
sea Publicity Club, dealt particu- 
larly with the law of copyright 
as applied to advertising. 

Prefacing his talk with a clear 
definition of the term “copy- 
right,” Mr. Brown went on to 
explain some of the intricacies of 
the legal aspects, and pointed out 
some of the pitfalls which must 
be avoided in claiming recom- 
pense for any breach of the 
various Acts. 

The talk was highlighted by 
details of decisions given in 
actual cases. 


Aberdeen 


Rush To Read News 
Of Britain 
Mr. A. C. Davis, area officer 


of the British Council, —_. e 
the monthly meetin 


Aberdeen Publicity = in = 


Caledonian Hotel, on the func- 
tions and organisations of the 
Council at home and abroad. 

He stated mer when the British 
Council’s representative in 
Cucchosiovakia Was given notice 
to leave that country about a 
year ago, the Council's officials 
these experienced a tremendous 
rush of Czechs to their public 
reading-rooms where British 
literature and textbooks were 
displayed. 


In Brief... 


The Regent Festival Showboat 
will this year sail from West- 
minster Pier on the evening of 
June 29. 

* * * 

A lantern lecture on the 1851 
Exhibition was given to the Pub- 
licity Club of London by Mr. 
ed | Conca on Monday. 

* * 


The activities of the C.LD. 
were reviewed in a humorous 
vein by Detective-Sergt. H. F. 
Thomson, when he addressed 
members of the Publicity Club of 
Glasgow last week. 

. * * 

The spring meeting of Glasgow 
Club’s Golf Circle will be played 
over the Western Gailles Course 
on Monday, May 7. Secretary is 
George H. Paskell of the City 
Engraving Co., Ltd., Glasgow. 

- * * 


Among new members of the 
Publicity Club of London are 
Messrs. Leslie E. Malec, general 
manager, James Bruton & Sons 
Ltd.; F. C. Hall and H. W. 
Braby, directors, Replicards Ltd.: 
L. H. Webbey, director, Express 
Still Ltd.; R. M. Kirk White. 
general manager, Sells Ltd.; and 

Warnock, director, 
national sales, Younger Publicity 
Service Ltd. 
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ADVERTISER'S WEEKLY 


NEWS ABOLT PEOPLE 


Armstrong-Warden 
Appointments 


E. N. Burleton and A. D. 
Davis have been appointed asso- 
ciate directors of Armstrong- 
Warden Ltd. Formerly with 
Lintas Ltd., Mr. Burleton joined 
Armstrong-Warden Ltd. in 1940 
and has been an account execu- 
tive there for several years. Mr. 
Davis, who is honorary secretary 
of the Society of Diploma Mem- 
bers of the Advertising Associa- 
tion, was with C. F. Higham Ltd 
before joining Armstrong-Warden 
as account executive in 1946. 
He is also an associate of the 
Institute of Incorporated Prac- 
titioners in Advertising and 
honorary secretary of the publi- 
city committee of the Inter- 
national Advertising Conference. 

* x 


The Ministry of Labour and 
National Service announces that 
J. E. Herbert has vacated the 
position of Chief Press Officer on 
reaching retirement age. He will. 
however. continue to serve in the 
Public Relations branch of the 
Ministry. He is succeeded by 
C. W. Birdsall, Press Officer of 
the Ministry of National Insur- 
ance. 

* * 

Freddie Harradence is now in 
a nursing home at 24 Hayes 
Crescent, Finchley, N.W.11. 

* * * 

Following two new appoint- 
ments, the publicity department 
of the English Electric Company 
has been further reorganised 
Peter Scott, who joined the com- 
pany last July as manager of the 
department, is now joined by 
Robert Johnson, as assistant pub- 
licity manager, and Malcolm 
Logan, as Press relations officer. 
Mr. Scott's department is respon- 
sible for all “English Electric” 
publicity, including advertising, 
exhibitions and Press relat‘ons. 

* * * 

Olive Jones, editor of House- 
wife, will open an exhibition en- 
titled. “As We Were—As We Are 
Now,” in James Beatties Ltd 
store. Wolverhampton, to-day 
The exhibition has been designed 


E. N. Burleton 


A. D. Davis 


by Peter Glemser, art editor of 

Housewife, and executed by Im- 

perial Signs, Hartington Publi- 

city Ltd., London, under the 

personal supervision of L, 

Gladden. 
& * * 

Newly elected chairman of the 
West Midlands Newspaper Ad- 
vertisement Executives’ Associa- 
tion, G. W. Weston, County Ex- 
press Ltd., Stourbridge, began in 
the classified ad. department of 
the Eastbourne Gazette and 
Sussex County Herald series. He 
Was assistant circulation manager 
for these papers before trans- 
ferring to the Worthing Herald 
as an ad. representative. Prior 
to joining his present firm he 
served with the Haverfordwest 
Guardian and Hornsey Journal. 

* * * 


Ivor Griffiths has retired from 
the chairmanship and from the 
Board of Berrow’s Newspapers 
Ltd., proprietors of the Evening 
News & Times, Berrow’s Worces- 
ter Journal and their associated 
weekly newspapers. Mr. Griffiths 
has also resigned from the chair- 
manships and Boards of the sub- 
sdiary companies of Berrow’s 
Newspapers Ltd.—Press Alliances 
Ltd. (a company which he 
founded in London 14 years ago), 
and Bulletin Press Ltd. (proprie- 
tors of th® Hereford Citizen & 
Bulletin). 

* * * 

Ken Woodward, entertainment 
editor of the Wakefield Times, 
has been appointed news editor. 
Blackpoo! electric newspaper. 

* * * 


E. M. Davies, advertising man- 
ager of Aspro Ltd., left London 
\irport last Thursday by 
B.O.A.C. Stratocruiser on the 
first leg of a flying business tour 
which will take him round the 
world, mainly by British and 
Commonwealth airlines. Inten- 
tion of his 11 weeks’ tour is to 
build up. still further Aspro’s 
exports. 

* * * 

P. J. Ball, general manager. 
Derby Evening Telegrapk, who 
has captained the Derbyshire golf 
team for the last two years, has 
been elected president of the 


Derbyshire Union of Golf Clubs.. 


Lt.-Col. H. Webber 


Robert Johnson 


Coming To 
The 
Conference 


Among delegates who have so 
far registered for the International 
Advertising Conference are: 

Matti Keijola, managing 
director of Erva-Latvala Oy 
(Advertising Agency) of Helsinki. 

J. J. Walsh, managing director 
of the Munster Express of 
Waterford, an Executive Com- 
mittee member of the Irish 
Newspapers’ Association and the 
Irish Master Printers’ Association. 

de Plas, president 
d@Honneur of the International 
Union of Advertising since 1949 
and President of the French 
Advertising Association since 
1945. 


F. R. Whitford, managing 
director of Whitfords Broad- 
casting Network of Perth, W. 
Australia. 

S. E. O, Arbman, managing 
director of the Arbman advertis- 
ing agency of Stockholm. 

Torolf Becker, President of the 
Federation of Norwegian Sales 
and Advertising Associations, 2n 
advertisement manager in busi- 
ness for 35 years. 

Joost Smit, head of Smit's 
Advies-en Service bureau of 
Amsterdam, who has been in ad- 
vertising 22 years. 

Cc, F. Aberhalden. president 
and managing director of the 
Gillette Safety Razor Co. cf 
France. 


Lt.-Col. H. Webber, publicity 
officer for the City of Aberdeen, 
and chairman of the Publicity 
Club of Aberdeen has been ap- 
pointed Officer Commanding 
No. 6 Group Royal Engineers 
(Movement Control) in the Sup- 
plementary Reserve. 

* * * 

Peter Brooke, formerly with 
the Alcuin Press, has been 
appointed production manager, 
B.B.C. Publications. He succeeds 
Richard Hall, promoted to 
publications executive. 

* * > 

Russell B. Insley, director of 
Foote, Cone & Belding Ltd., left 
on Sunday by air for a six-weeks 
visit to the United States. His 
trip will include visits to Foote, 
Cone & Belding’s offices in New 
York, Chicago, San Francisco 
and Los Angeles, and is in the 
nature of a “refresher course” in 
American advertising methods. 


G. W. Weston 


Aprit 12, 1951 


Norman Moore, chairman, D. J. 

Keymer & Co., Ltd., hands G. F. 

Church a_ presentation folder 

describing the television set given 

to mark his retirement after 49 

years with the firm (25 as 
director). 


A. Morgan-Williams, managing 
director of Design Advertising Ltd. 
and chairman of 1LS.M.A. Leeds 
Branch, has been away from 
business through foot trouble for 
seven weeks—his first absence 
since the agency was started 18 
years ago. 

- * * 

The following nine members 
have been selected as the first 
Fellows of the British Display 
Association: 

J. A. C, Baket-Harber (Marks 
& Spencer), K. G. Cotman 
(Yardley), F. R. Ford (Jay's). 
E. E. Lucking (Liberty), H. C. 
Murrills (Peter Lord), L. J. HL 
Pryer (Bentalis), D. St. Julian- 
Bown (W. H. Smith), Anthony 
Stevens (V. H. Bennett), Edward 
Stuart (Lewis's). 

* - * 

Major Alan Simpson, chief 
public relations officer, Northern 
Command, who has been having 
treatment at the Military Hos- 
pital, Catterick Camp, for the 
past five weeks, is now making 
good progress. He is to undergo 
41 operation later in the month. 

* 

North Western Gas Board has 
appointed Stanley Hopkinson, ut 
present P.R.O. Liverpool Gas 
Development Centre to the post 
of sales and service officer, South 
Lancashire Group of Gas Under- 
takings. 

* * * 

Sunderland's assistant enter- 
tainments and publicity manager, 
Peter G. Maddock, has been 
appointed publicity manager for 
Tynemouth. 

* * * 

On his retirement from the 
Daily Film Renter, associate 
editor E. W. Betts was presented 
with three albums of gramophone 
records by his colleagues. 

” . . 

Jack Burpitt, the employee of 
Genatosan Ltd., manufacturing 
chemists, Derby Road, Lough- 
borough, with the longest service, 
has retired after 40 years with 
the firm in their advertising and 
buying department. 

* * * 

Wilson Stephens, formerly with 
the Daily Express, has been ap- 
pointed editor of Field. 
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WOMAN'S 
JOURNAL 


an A*P pustication 


|< A worthy setting 


£ : i for your product 


MONTHLY JOURNALS FOR WOMEN 


Your product will be at home in WOMAN’S JOURNAL 
. . . Share the esteem enjoyed by all its advertisers. 
Women of taste and means will see it in its rightful 
setting ...in pages superbly reproduced, wherein both 
editorial and advertising matter command respect. 


2/6 MONTHLY - PAGE RATE £350 « SALES EXCEED 350,000 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., LONDON 
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Timely Counterblast 


WP rice in January, the report of the Broadcasting Com- 


mittee was published, we commented that it reflected 

some degree of prejudice, not only against commercial 
broadcasting, but against advertising itself. Thus it can be 
regarded as yet another attack on advertising, which calls for an 
answer. 

It is to the credit of the [.I.P.A. that it has given a counterblast 
in a strongly-worded pamphlet. 

The majority note in the report, the I.I.P.A. asserts, reveals 
“a good deal of prejudice and a good deal of ignorance of 
advertising”. Presumably because of this, unjustifiable submissions 
in evidence, deriving from “the general ignorance of the people 
of this country of the conduct, function, and value of advertising 
to the nation” were given undue weight. Moreover, the authors 
demolish with vigour “bogies” produced by themselves and by 
no one else. 

No one, for example, suggested in otdeans that the present 
B.B.C. system -should be replaced by a system of sponsored 
radio such as exists in the U.S. Neither was it suggested that 
advertisements should be permitted in the present B.B.C. pro- 
grammes. Yet the note hotly argues the convincing and generally 
accepted case against such innovations. 

When the Beveridge report comes to be discussed in Parliament, 
it is certain that M.P.s will not confine themselves to debating 
the pros and cons of commercial broadcasting. Some are sure 
to take the opportunity to have a “dig” at advertising in its 
broader aspects. This being so, the [.I.P.A. initiative is timely, 
and should be welcomed even by those in the advertising business 
(and they are many) who, being opposed to commercial broad- 
casting in any form, do not share the [.I.P.A. viewpoint. 


The Horse Must Drink 


NOWLEDGE plus flair” is as good a recipe as any for 

success in advertising. The beginner is wise if he recognises 
that both are equally important. He will neglect no opportunity 
to learn the techniques of his craft, and in this he will be en- 
couraged by public spirited employers. 

The Regent Advertising Club, which, according to its chairman, 
Mr. George Worledge, provides “the best educational course in 
the country” is to be congratulated on a plan that should enable 
full advantage to be taken of the facilities it offers. By its new 
group membership scheme, employers in all branches of adver- 
tising, by paying an all-in-fee, can obtain full membership of the 
club for all memters of their staffs. 

This scheme deserves the fullest support, but it will not be 
enough in itself for employers to co-operate. They can see that 
the horse is taken to water; they cannot make him drink. Success 
will be measured in the long run by attendances at lectures. 
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To-morrow’s Topics 


Paper-makers are 


accused 


ATEST development in the 

osts controversy, which had 
previously been confined to the 
relative merits of advertising 
rate and/or selling price in- 
creases, is an allegation that 
some paper-makers are raising 
prices to unreasonable heights. 

The advertisement director cf 
one big publishing house has 
convinced his board that it is 
impracticable to charge more for 
space in some of their journals 
to meet spiralling production 
costs. So they have decided io 
reduce the size of some publica- 
tions instead. 

In the long run, such action, if 
it spread, would be detrimental 
to paper producers, for there 
would be considerably reduced 
demand for supplies. 

Accused of charging more for 
their paper than is justified by 
increases in charges for manufac- 
turing materials, makers will de 
warned that they are “making a 
rod for their own backs.” 

—_— —_ — 

Urgent consideration is being 
given by another large publishing 
house to the problem of unsold 
copies of magazines, and a 
scheme for tightening-up distri- 
bution will be introduced soon. 
It is calculated that the loss each 
time a Is. 6d. journal is not sold 
is equal to the profit made on the 
sale of three. 

—_— 


Survey will not 


lie down 


HE transport survey, 

London's Travelling Public 
which caused a flutter with is 
suggestion that “36 per cent of 
London Transport users do not 
see an evening paper”—is not to 
be allowed to rest on the shelf, 
covered in the dust of scepticism. 
Indeed, in future it will have a 
quarterly airing. 

British Transport Commission 
clans to publish through its com- 
mercial advertising division every 
three months a bulletin of “statis- 
tics for advertising.” Facts and 
figures in the first include infor- 
mation on the five-months-old 
survey and “ routine operating 
Statistics for the year 1950.” 

The survey section’ gives 
material largely the same as ap- 
peared in the survey. More de- 


tails about travel frequency are 
promised for the future. 
=— — — 

Exclusive news (this column 
March 29) of two new toilet 
soaps to be marketed this sum- 
mer intrigued several advertising 
agencies and manufacturers. Now 
we have news for them of two 
more soaps being prepared for 
the British market. Described as 
de-odorant (anti-B.O.) — soaps, 
they will include a special sub- 
stance known in America as G.11. 


The welcome on 


the mat 


MERICAN executives will 

soon be contrasting the pro- 
motion matter sent to attract 
them first to the June Convention 
of the Advertising Federation of 
America in St.. Louis, U.S., and 
second to the July International 
Advertising Conference jn 
London. 

The copy in comparable shots 
we have received differs sharply. 

Dignified British: “The social 
side of things will be in good 
hands, and official hospitality 
will be supported by friendly in- 
formal entertaining, with particu- 
lar attention to the interests of 
women guests.” 

Enthusiastic American: “All 
St. Louis will have the welcome 
mat unfurled for you and yours. 
The entertainment committee has 
a bulging bank balance, and there 
is to be no balance remaining 
by midnight of June 13... a 
word to the wives. There'll be no 
‘excess baggage’ at this conven- 
tion. While the old man is im- 
proving himself in the conven- 
tion meetings, you will be our 
guests. . . . Come and make us 
prove it!” 

Which is the hard-selling copy? 
Time alone will tell. 

— _— 

Festival of Britain deficiency is 
that no arrangements have been 
made for the showing of spon- 
sored industrial films at the South 
Bank Exhibition. But Aims of 
Industry—non-profit making pub- 
lic relations organisation spon- 
sored by firms large and small— 
will step in and fill the breach 
with a cinema at the Overseas 
Trade and Information Club. 
Firms wishing to take advantage 
of the scheme will have their 
films included in a catalogue and 


shown—for a fee. The scheme 
has official blessings. 
, ROUND TABLE 


WASS PRITCHARD & CO.,LTD. 


e FENCHURCH ST. LONDON E.C.3. 


ROYAL 7141 
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good taste ake expresses itself in practical 
home-management, and whose greater means 
permit her to buy those quality products 

that will make the beautiful home a practical 


home as well... she, herself, will have 


| the more confidence in buying for 


NDON, S.W.! 


FE NATIONAL MAGAZINE CO. LTD 28/30 GROSVENOR GARDENS, LO 
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ADVERTISER'S WEEKLY 


The Shape Of Things | -= 
To Come 


‘Women buy corsets not to look elegant and slim in curious attitudes 
in the privacy of their bedrooms, but to look soignee in public with 

So declares our contributor, and then investigates 
how the ads. shape up to the idea. 


their clothes on.’ 


ROM time ‘to time you 
| es meet oldsters in adver- 

tising whose hackles rise 
at the very mention of copy- 
testing. No doubt there are 
careless or thoughtless readers 
who believe that this column has 


Review of 
Advertising 
by 
COPYTASTER 


Copytaster writes on— 


a somewhat similar antipathy, 
allergy or prejudice, but they are 
profoundly wrong. When we are 
entrusted with an advertiser's 
money we are in duty bound to 
welcome any and every test that 
will help us to spend it wisely. 

But to use a bad test, or to 
arrive at the wrong conclusions 
from a good one, may be a 
worse betrayal of our stewardship 
than using no test at all. 

No doubt it was all very in- 
teresting some weeks ago when 
a body of advertising people 
asked some “representative” (or 
were they “average”?) housewives 
along to tell them what they 
thought about advertising. But 
I hope nobody paid any serious 


The County Paper of Kent 


LONDON: 
80 FLEET STREET 
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-™ 


attention to. the 
answers, for a 
housewife ceases 
to be representa- 
tive or average at 
the precise 
moment when she 
consciously tries to 


See yourself take fashionable shape 


with 
Salant 
= 


Foundations «Lyd Fane 


inno 


NV biry 


think objectively 
about Advertise- 
ments with a 
capital “A”. There 
is no need to 
labour the point, 
but it may be useful to recall that 
in the earliest days of copy- 
testing in the United States 
it was suggested that advertisers 
should prepare about half-a- 
dozen campaigns varying either 
in appeal] or in approach and ask 
a representative panel of con- 
sumers to select the campaign it 
considered most likely to suc- 
ceed. The method strutted its 
brief hour upon the stage and 
might have had a_ run like 
Charley’s Aunt had not a scep- 


| ‘tical agency tried the experiment 


of showing the proposed cam- 
paigns not to one panel but to a 
dozen. This satisfied the agency 
that to draw one of the cam- 
paigns out of a hat would be 
just as informative as showing it 
to a panel, and would save a tre- 
mendous amount of trouble. 

Readership tests, on the other 
hand, are a very useful guide to 
anyone who clearly appreciates 
their possibilities and limitations. 
They are not tests of copy at ail. 
There are several authentic in- 
stances of campaigns that were 
very widely read yet actually seat 
sales down, and many more in- 
stances of campaigns with very 
cieditable readership figures that 
had no traceable effect on sales. 
The best-known example of this 
was discovered when the comic 
strip or continuity technique was 
sweeping over America like a 
plague in Egypt. Agency copy- 
writers were quick to realise that 
the readerships of such advertise- 
ments was in direct ratio to their 
entertainment; and since the 
readership figures were being 
worshixped more fervently than 
graven image ever was, the copy- 
writers resisted all temptation to 
put any sales-appeal into the ad- 
vertisements at all. Those were 
the days! 


Nevertheless it is well worth 


“Women will think of Enhance as a kind of 
Rolls-Royce of corsets 
business.” 


but it will be a slow 
(See page 68.) 


while to know within broad limits 
the readership of a campaign. 
Anybody who has _ seriously 
studied and analysed the results 
of readership tests could un- 
doubtedly send up by at least 10 
per cent the efficiency of about 
half the advertisements in the 
national newspapers and maga- 
zines by merely rearranging the 
different elements in them with- 
out making any material altera- 
tion of the copy or the illustra- 
tions. What continually surprises 
me is the fact that many adver- 
lisers Or agencies that have spent 
a good deal of time and money 
on obtaining the necessary know- 
ledge seem to make scarcely any 
use of it. 
* * * 


WHAT SET me thinking about 
tests at all was the ad. (page 68) 
for Sensation corsets. Layout 
men will no doubt tell you that 
the reader's eye will travel along 
the headline and down the girl’s 
figure, and come to rest at the 
name-block. I can remember 
being taught that at night-school 
in the early ‘twenties, and { 
don’t doubt that it is being 
taught still. But I don't believe it 
any longer. Far too few people 
have eyes of the roving kind. 
Far too many will look at the 
illustration—or the most interest- 
ing part of the illustration—and 
everything else within what some- 
body called the “span of visual 
ap>rehension” and nothing more. 
Far too many women will see the 
girl in this advertisement and. 
because the head and hair are 
more interesting than the legs, 
they will pass on to the next page 
believing they have looked at an 
advertisement not for Sensation 
vee for something called Lissom 
_ine. 


(Continued on page 68) 
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DON’T LIMIT YOUR ADVERTISING! 


--. fing up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. PHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINBURGH 3102! 2 


*& *% FREE to advertisers and advertising agents: LONDON’S TRAVELLING PUBLIC. This publication, the first 
of a series of surveys, analyses an important market—the people who travel in the Greater London area. 
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ILLUSTRATED—in news, 

stories and pictures — is 
scoring more brilliant successes— 
Randolph Churchill on Eisen- 
hower, the unequalled portraits 
of the Royal Family, Cecil Beaton's 
Photobiography and many other 
exclusive features. 


Sales are gc:ng up and up 

and are now considerably 
more than the current gueran- 
teed A.B.C. figure. 


Look out for more out- 

standing features! A big 
programme of development is in 
hand. Move forward with ILUS- 
TRATED — the big photo paper 
with a big future. 
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WELL OVER A MILLION NET SALES EVERY WEEK 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUNT, VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE - 
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The 1951/52 Edition of 


THE MUNICIPAL YEAR BOOK 


and 


PUBLIC UTILITIES DIRECTORY 


is now in course of preparation. 
The 1,800 pages contain comprehensive technical 
sections on the following subjects: 


1 


Official backing includes Prefaces and Forewords by 

the Ministers of Local Government and Planning, 

Health, Agriculture and Fisheries, Education, Trans- 

port, and Civil Aviation, and by the Secretary of State 
for the Home Department. 


Circulation: 4,000 (increase of 1,500 over 4 years). 
Page rate: £20. Price per copy: £3 15s. 0d. 
Publishing date: October Ist, 1951. 


Published by: 


THE MUNICIPAL JOURNAL LIMITED 


3/4 Clement's Inn, Strand, London, W.C.2. 


REVIEW OF ADVERTISING 


(Continued from page 64) 


“Kitten Hips” is a lovely idea, 
but it should always be closely 
associated with the name of the 
product—not put a clear seven 
inches away. 

So what ought to be done to 
make this advertisement more 
effective? Obviously the answer 
is to put the name at the top of 
the advertisement-——“Let Sensa- 
tion give You the Lissom Linc” 
or something of the sort, and put 
the sub-head near to the text. it 
wouldn't be difficult, and I 
guarantee that the number of 
readers who remember the pro- 
duct’s name—and remember that 
Sensation gives them Kitten Hips 

would go up by 10 per cent at 
least. 

* * 


TALKING OF CORSETS, what is 
the verdict on the ad. (page 64) 
for Enhance—apart from the ob- 
vious decision that the name is 
not a good one, since many 
women will not be too sure how 
it should be pronounced? 

There’s a theory that an adver- 
tisement showing the advantages 
or effects obtained by using the 
product is usually better than an 
advertisement whose main illus- 
tration is the product itself. 

With reservations I think that 
practice and theory may be in 
agreement here in the long run 
After seeing a whole series of ad 
vertisements as well designed as 
this. women will begin to think 
of Enhance as a kind of Rolls- 
Royce of corsets—and then. if the 
price is reasonable, the harvest 
will be gathered in. But it will 
be a slow business, and it seems 
to me that it might have been 
hastened if the same artist had 
also drawn a mere thumb-nail of 
the girl in her corset 

~ * ” 


OF THE INNUMERABLE technical 
difficulties that have confronted 
advertising agencies since the war 
I think that the most far-reaching 
in its effects has been the prob- 
lem of how to provide advertise- 
ments that will survive the 
machinations of the people who 
print most of the provincial news- 
papers. Considering what a great 
many newspapers do to innocent 
electros | am not -—--—— = 
in the least sur- 
prised that their 
vouchers are so 
few and far be- 
tween. \ 
vertising agencies 
to-day go to tre- 
mendous lengths .o 
avoid sending even 
the most foolproof 
half-tone to any 
but a handful of 
provincial pub- 
lishers. Scraper- 
board artists who 
can produce a 
photographic effect 
in line are on top 
of the worid. 


Halex use scraper- 
hoard illustrations 
in provincials. 


Lissom Line... 


and oh so 
comfortable ! 


| thom Filustrated is 
MELODY — a symphony 
of trient styhng ts 
two way stretch elastin 


soz! Sencalion | 


2 


Too few roving eyes. Too many 

that see the most attractive part 

of the illustration but not the 

name of the product. (See 
page 64.) 


Looking at this Halex adver- 
tisement | thought at first that 
the advertiser had solved his 
problem by using spiral-screen 
half-tone blocks. Certainly the 
advertisement printed very clearly 
in a newspaper that was as inno- 
cent of make-ready as King 
Ethelred. Closer inspection, how- 
ever, reveals that this too is a 
scraper-board illustration, and it 
makes my eyes ache even to think 
of the travail preparing it. 
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daily 
net sale in 


the world 


Daily Mirror daily inch 


per thousand 
space rate 
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COMMERCIAL FILMS 


First Festival Film: A Poetie 
Portrait Of 


HE Festival of Britain 
| authorities commissioned 
two films for showing in 
this country and for distribution 
abroad. The first, “Family 
Portrait,’ was completed by 
Humphrey Jennings shortly 
before his tragic death. This—his 
last work—is an artist’s attempt 
to portray our national character 
and characteristics against a 
background of tradition, achieve- 
ment, and continuing develop- 
ment. 

The film is a visual and verbal 
blend of prose and poetry flowing 
together in deep currents and 
then unexpectedly bubbling to 
the surface. It is an artist’s and 
therefore a personal conception 
of ourselves. It can be argued 
that it will enlighten few foreig- 
ners and entice even fewer to 
visit our shores. 

In its defence, it can equally 
well be argued that we have 
never been good at self-advertise- 
ment and, by its very self-restraint, 
this 2,000 ft. film captures one 
of the main pieces in the never- 
to-be-completed jig-saw puzzle of 
our national life. 

aa . * 


NY businessman considering 
the erection of a factory or 
warehouse in the area of the 
Manchester Ship Canal, would 
be well advised to see _ the 
coloured film entitled “The Port 
of Manchester,” sponsored by 
the Manchester Ship Canal Co. 
Here is the grand tour of this 
complex area, ably conducted by 
the cameras of the Times Film 
Co. Ltd., both at ground level 
and aerially. 
It is not a film to be judged as 
a whole. We are told that 3,500 
ships enter the canal every year. 
Their varied cargoes provide an 
opportunity for displaying the 
port’s facilities for unloading, 
storing and dispatching them. 
Similarly, prominence is given 
throughout the film to the facili- 
ties and administration at the 
service of goods travelling out- 


wards. Therefore, whilst being 
forced to view this film as a 
whole, the businessman will con- 


centrate his attention on those 
sequences which deal with his 


Britain 


New Films Reviewed By PAUL NUGAT 


personal interests. An unwieldly 
subject has been well compressed 
into 35 minutes of most carefully 
contrived colour photography. 


* * * 


OMEWHERE a fire breaks 
out every five minutes. 
Whether in your office, factory, 
or home, the root cause of three 
out of every four outbreaks is 


carelessness. “Every Five 
Minutes” sees the start of a 
nation-wide campaign by the 


Home Office to impress upon the 
public the need to exercise com- 
mon-sense and precaution. This 
10-min. COI film covers some 
typical causes: the child who 
finds joy in a box of matches 
until. the businessman return- 
ing from his holidays to a pile of 
mail, which he commits un- 
guardedly ‘to an open fire .. . 
the man who mends a length of 
flex under the carpet before 
hurrying out. From April > 
the lesson will be rubbed in, 
3,000 cinemas throughout Great 
Britain. 

. * ~ 

E’VE Come A Long Way” 

spans two cycles in time. 
First, it marks the hundredth 
cartoon film to be produced by 
Halas & Batchelor. Second, it 


ha 


commemorates the history of 
oil tanker construction from the 
Elizabeth Watts (1861) to British 
Adventure (1951). Normally, a 
film of this nature suffers from 
over-compression. But Halas & 
Batchelor have selected the salient 
features in tanker design, with 
the consideration ever foremost 
of how to carry more and more 
oil without incurring the risk of 
fire and explosions. Executed 
in Technicolor for the Anglo- 
Iranian Oil Co., it will be appre- 
ciated by a schoolboy no less than 
by an adult audience totally un- 
connected with the oil industry. 

The same firm and team are 
also responsible for an Admiralty 
instructional film “Submarine 
Control.” In 17 minutes, the 
film explains the basic principles 
of submarine construction; the 
system of surfacing and diving; 
the method of loading and light- 


Film Editor 


DITORIAL Films Ltd., 
Ke inadvertently pro- 
duced conflict with their 
Pakistan-sponsored ‘Kashmir 
Conflict” film, have now com- 
pleted a film which studies 
Marshall Aid in twelve coun- 
tries. 
~ * 
S' JUND Services Ltd., are hav- 
ing an annexe built to their 
5.000 reel library at Merton 
Park. At peak periods, they 
have been dispatching 130 film 
parcels a day. Some 30 foreign 
shipments of your films add one 
more reason for the expansion. 
+ * 


AST minute Easter location 
( for Mr. James Carr, exe- 
cutive producer of World Wide 


Writes... 


Pictures Ltd., was the Middle 
East, whither he was summoned 
to attend the Conference on 
Locust Plagues and their sup- 
pression. April 19 will find him 
in Bristol, where he is due to 
show the Town Council the* 
Festival of Britain film they com- 
missioned him to make. 


* * * 


OST ambitious-yet film con- 

ference, organised by the 
Scientific Film Association on 
the use of film in training for in- 
dustry was held at the Hotel 
Majestic, St. Annes-on-Sea, on 
March 30, 31 and April 1. Dele- 
gates, numbering 96, included 
Mr. Fred Lee, M.-P., the Parlia- 
mentary Secretary to ‘the Ministry 
of Labour. 
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: Picture of an industrial high- 
way: The Manchester Ship 
Canal. 


eee eee eee eeee 


ening the craft; and the relation- 
ship in weight of crew, equip- 
ment and stores. No naval in- 
structor could hope to impart 
with such clarity this volume of 
information in a comparable 
period of time. Characteristi- 
cally, Halas & Batchelor impart 
a touch of humour by giving the 
submarine the profile of a fish, 
without in any way disturbing 
one’s powers of concentration. 
~*~ * oo 


HE latest issue of Ingot 

Pictorial—Richard Thomas 
& Baldwin’s cinemagazine—is 
their finest to date. Cinemaga- 
zines are animated pictorial jour- 
nalism, and to be successful, re- 
quire both a style of production 
and an_ individualistic hand- 
writing. This, Ingot Pictorial has 
now acquired. There is balance: 
the serious items are the training 
scheme for Cookley’s operatives 
and toolsetters, the Silica process 
for kilning bricks, and the new 
mill at Warrington. The recrea- 
tive items are: Richard Dimbleby 
chatting to their Swansea opera- 
tives; Billy Wright giving some 
tips to the football team; the ex- 
cerpt from a works’ pantomime, 
Robinson Crusoe. The pro- 
ducers, Scientific & Technical 
Films Ltd., approach each item 
with — aim. 

* * 

A” nai sign of a new or 

almost new sponsor is the 
irrepressible itch to pack every- 
thing into one long glorious film. 
“Arc Welding,” a kodachrome 
colour film produced by Scienti- 
fic & Technical Films Ltd., makes 
this error. It is humanly impos- 
sible even with pre-knowledge of 
the subject, to absorb the history 
of electric arc welding, voltages, 
transformers, diesel drum 

(Continued on page 73) 
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housewife 


knows t 


Every housewife knows 
her local cincima as well as she knows the local 
grocer’s, the post office or the ironmonger’s. 
And she goes to her cinema regularly to be 
entertained, to relax, to enjoy herself . . . the 
programmes provide her with drama, comedy, 
history and news! News about the latest in 
household appliances, fashions, cookery, furniture 
and homecraft—all those interests round which 
her life is centred. This kind of news she gets 
in the most vivid and agnaining form there is. 


te 
She gets it through the *& Advertising Film. 
Theatre — 


Publicity © ( %& According to a memorandum included 


in the recent Report of the Broadcasting 


P P Committee, 1949, issued in January 
Limited ae 


of this year, the figures are: 
Out of 7,000 housgzipes who saw 
40 Advertrsmg™ Se 

71°, were favourably impressed 


a Ps B17” ., were unfavourably impres id 
Odeon and Gaumont ae SOM. cen ant dtonntel 


Theatres cs a ——— aaa 


sole controllers of 


screen advertising for 


Sales and Production Offices: ¥ Film House, Wardour Street, London, W.1 


Telephone GERrard 9292 
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@ Take your message direct to a vast ‘ sitting 
target ’ of well paid discriminating men and women 
who are out of touch with normal advertising 
media. REACH THEM THROUGH REGENT 


NS che WORLD 


he 
Tbe 


Pua 22 


cf = Relig x 


me 


@ Here is a public you cannot reach any other 2 


way, British personnel, wives and families with 


unequalled shopping facilities. 
THROUGH REGENT. 


@ Andrews’ Liver Salts, Bryicreem, 
Biro, Cherry Blessom, Gillette, Koly- 


nos, Lever Bros., Martell, Mars 
Bars, Moss Bros., W. H. Smith 
& Son, Toni Home Perm and 
many others know [that they 
can reach this vast public 


i, beg 
eee thr Ou 


REA 


Producers and Distributors of Ad- 
vertising Films and Filmlets and 
sponsored subjects of any length. 


Guaranteed distribution facilities. 


REGENT FILM CORPORATION LIMITED 
+ National House, 60/66 Wardour Street, London, W1 


CH THEM 


alr 
p 


Gerrard 2152/4 


about it. 


lr you are looking for a sales-promoting premium 
(our design or yours), an eye-catching plastic package 
or a product component—write to PARAMOUNT 
Every time, you will get the lowest 
quotation, quickest delivery, complete satisfaction. 


PARAMOUNT pauastic propucts utp. 


36 Hawthorn Grove, Penge, London, S.E.20 
Telephone: SYDenham 5993 


to start a review of 16mm. 

projectors and projection 
facilities with a description of 
spectacular progress. Unfor- 
tunately this is not possible; 
such features as non-intermittent 
movement or as a light source 
comparable to a car bulb together 
with the illumination of an arc 


I: would have been pleasant 


are still outside the realm cf 
practical application. One can 
report only steady (though in 


some measure, considerable) pro- 
gress in the detail of projector 
design and manufacture. The 
number of types and models now 
available is so extensive as to 
make choice almost an embarrass- 
ment. This in itself is a remark- 
able achievement, particularly in 
view of the difficulties all manu- 
facturers have experienced since 
the end of the war. 

One of the first British 
machines to be designed and 
produced was the Carpenter. 
About the same time two pro- 
jectors of foreign design were 
introduced and manufactured in 
this country under licence. These 
—_ the Debrie (French) made by 

ine Technique Ltd. (a feature 
a which was the unit principle 
of construction which simplifies 
field servicing) and the Victor 
which is based on its well-known 
American counterpart and incor- 
porates a safety trip which auto- 
matically stops the mechanism 
should the film loop be lost. The 
Ampro (also American) was later 
produced in this country by the 


famous firm of instrument 
makers, Kelvin, Bottomley & 
Baird. 


At the same time, as a result 
of a tie-up between the Rank 
Organisation in this country and 
the Bell & Howell Co. of 
Chicago, a British version of a 
Bell & Howell model went into 
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Showing Your Film In 
The Best Light 


production here. Bell & Howell 
have been for many years in the 
forefront of the 16 mm. American 
sound projectors business, and 
in this country, Gaumont-British 
have occupied a similar position. 
The outcome of this arrange- 
ment was therefore awaited with 
some interest, and the result, the 


A review of current 16 mm. 
projection equipment suitable 
for publicity purposes. 

By 
FE. MITCHELL GREENWOOD 


G. B. B. & H. 601, has been cer- 
tainly extremely successful. A 
valuable adjustment to this model 
is the changeover unit which, 
when used with two projectors, 
does away with programme 
breaks caused by ree] changing. 
Provided with a monitor speaker 
it is particularly valuable in a 
sponsor's private theatre, as in 
addition to normal use it may 
be employed for checking print 
quality. 

The 601 however, has just been 
superseded by a new model, the 
621, which incorporates some 
changes in detail, notably a pre- 
focus exciter lamp. Similarly 
other projectors mentioned have 
had, from time to time, modifica- 
tions made in the light of experi- 
ence. 

All the models mentioned up 
to now have one thing in com- 
mon: 750 watt illumination. This 
is true too, of the standard 
B.T.H. 301, but an extremely in- 
teresting innovation in this model 
is the provision as an alternative 
form of illumination of a mer- 
cury vapour lamp rated nominally 


The Sofil Minor lightweight 16 mm. projector is particularly suitable 
for intimate screenings in offices, 


showrooms, etc. 
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at 250 watts, but which actually 
gives an apparent picture bril- 
liance comparable to that ob- 
tained from 1,000 watt lamp. 
This type of light is not entirely 
suitable for the projection of 
normal colour films. 

These projectors fall in a 
general purpose class eminently 
suitable for average use on 
screens from 3 to 6 ft. wide and 
catering for audiences up to, say, 
about 200. There is, however, a 
demand for 16 mm. projection for 
larger audiences and requiring a 
much larger screen. To meet this 
need, two 16 mm. arc projectors 
with carbon arc illumination 
have been developed, the Debrie 
D.16 and the G.B. Bell & Howell. 
Both have mechanisms similar to 
those of the 750 watt projectors, 
but are, of course, rather more 
bulky in view of the special 
lamphouse, and the larger ampli- 


fier. The burning time of the 
carbons is rated at about 50 
minutes, this necessitating a 


break in programmes of a longer 
duration, The cost of are pro- 
jector (about £650) is, of course, 
much higher. They are transport- 
able rather than portable. 


Lightweights 
To The Fore 


Some interesting developments 
have taken place in the produc- 
tion of light-weight models. 
Although not specifically intended 
for this purpose, they will be 
found extremely suitable for 
intimate showing of films, such 
as in the offices and showrooms 


of prospective clients. One 
model, the Ampro Stylist, really 
falls into the in-between class: 
It has 750 watt lighting and an 
8 in. speaker; on the other hand, 
it is a one case job (excluding 
transformer), and, weighing only 
32 Ilb., it can easily be carried for 
limited distances. 

Another interesting light 
weight of recent introduction is 
the sofil Minor. This is really 
self-contained. It is so designed 
portable; projector, speaker, 
leads and ‘the transformer are 
packed into a single case and yet 
weigh under 30 Ib. Although the 
model costs only £99 (a remark- 
ably low price), it gives a really 
good performance. Another onc- 
case projector suitable for this 
form of publicity is the Ampro 
Repeater. This is rather heavier, 
weighing about 40 Ib., but every- 
thing, including the screen, is 
that during projection the film is 
taken up in a way that cuts out 
rewinding. Thus any film (up to 
to 400 ft. or 11 minutes running 
time) may be shown again with- 
out a stop. 

Automatic rewinding is a feature 
of continuous projectors as used 
in stores, exhibitions, showrooms, 
etc., and so, this projector has 
the added attraction of being 
available, to a limited extent, for 
this purpose. 

The use of continuous projectors 
has always been of considerable 
publicity value, but more espe- 
cially so where there is a passing 
type of audience which stands 
and watches for a few minutes. 


Daylight, or at least semi- 
daylight, projection is perfectly 
practicable with these projectors, 
films up to 40 minutes duration 
may be shown and then stopped 
for an interval or continued, as 
desired. Alternatively, shorter 
films or extracts may be used, the 
film being automatically rewound 
ready for repeat during projec- 
tion. It may be stopped or 
started by press button control, 
remote if necessary. This type 
of projector has, of course, been 


ADVERTISER'S WEEKLY 


used for some time past, but the 
recent models, examples of which 
are the Brook, Movi-Gram and 
the Sofil Exhibitor, although 
fundamental in design, have been 
considerably improved in detail, 
so that reliability is now taken as 
a matter of course. 

These continuous projectors 
may be purchased outright, the 
cost ranging from about £350 tw 
£400, but the more usual practice 
is to hire them for the required 
period. 


FIRST FESTIVAL FILM 


(Continued from page 70) 


welders, welding nerators, 
protective clothing, techniques of 
welding, training of aspiring 
welders, etc., etc., into some 
35 minutes of cohesive film. 
After all, it is not what the 
prospective customer sees that 
matters, but what he carries away 
and mentally regurgitates .. . 
maybe months later, that finally 
proves to be a film’s true value. 
However, the film is well pro- 
duced and directed, even if the 
use of colour seems slightly ex- 
travagant. 

* * * 


HE National Coal Board de- 

serve praise if for nothing 
more than that in “The Miner,” 
a 3§-min. film designed to make 
the boy of school-leaving age 
consider soberly the life of a coal 
miner, they have presented a 
picture of an average mine with- 
out any of that nauseous blah 


about it being “a man’s job,” 
“fine prospects,” “backbone of 
the country,” etc. 


Hilton Colliery, the chosen set- 
ting for this factual but frankly 
inspiring film, is in every way an 
average colliery. Its miners have 
pithead baths, but they still have 
a long daily underground trek. 
It is partly mechanised without 
having done away with pick and 
shovel. Five seams are being 
worked at the same time; yet, of 
the three shifts, only one is pro- 
ductive in the sense of getting a 
stint to the surface. Their leisure 
pursuits cover the most varied 
hobbies, from the personal plea- 
sures of shooting and painting 
to the social life of the local in- 
stitute. Yes, World Wide Pic- 
tures Ltd., have made a fine re- 
cruiting film for the Coal Board 
and the Educational Foundation 
for Visual Aids. 


To-day, the cinemas are the daily mecca of 
millions of people, and every single cinema-goer 


is a potential customer for all advertisers whose 
products are advertised on screens at the disposal 
of PRESBURYS Screen Publicity Service. 


There is, indeed, no more powerful or effective 
means of bringing your message, or product, 
to the receptive attention of the millions 
than through the media of Presburys Films, 


Filmlets and Slides. 


PRESBURYS G2) «. rstsaver « co. ue 


Gloucester House, 19 Charing Cross Road, London, W.C.2. Telephone WHitehall 3601* 


“ Member of the Association of Specialised Film Producers ”* 
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,000,000 
people 


SITUATION 


A special approach through the right mediu 
creates sales, and it is now possible for you t 
to SIX MILLION PROSPECTIVE BUYE® 
good effect at a low cost by advertising 
ELECTRIC NEWSPAPER which operate 
heart of Blackpool in the most central po 
this very popular holiday resort. This ELI 
NEWSPAPER is the only one in Englan 
situated on the Palatine Hotel, opposite 
Station, where thousands arrive and depart, ¢ 
ing the “Golden Mile.” It is in the cent 
shopping district and various cinemas, theé 
other amusements, etc. The town transpo 
uses the area directly passes the site of th 
TRIC NEWSPAPER, carrying thousands 
and evening. The site is considered to be t 
position in the country. 


be Electra 


BLACKPOOL, 
THE PLAYGROUND OF ENGLAND 


SIX MILLION PEOPLE from all parts 
of the United Kingdom, Europe, Canada 
and U.S.A. are claimed to’ visit this 
modern resort each year. Certainly it has 
richly deserved the fame and popularity 
which has centred around the most pro 
gressive resort in this country. It has over 
5,000 hotels, apart from private hotels 
and boarding-houses, etc., 40 theatres and 
cinemas, three golf courses, airport, etc., 
and caters for every type of holiday- 
maker and PROSPECTIVE BUYER. 


ELECTRIC NEWS LTD., 3 EDWARD STREET, BLACKPOOL 
B. M. KAPLANSKY, Publicity Director. K. WOODWARD, News Editor. 
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OPERATION 


The ELECTRIC NEWSPAPER 
offers advantages no other form 
of outdoor advertising can give. 
From its commanding position, 
the sign spells out in illuminated 
letters 3ft. high the latest news of 
a national and local nature, as 
well as announcements of all 
local entertainments and sports, 
interspersed with advertisements. 
Real live news and advertise- 
ments are continually moving as 
on an endless belt which can be 
CHANGED AT A MOMENT’S 
NOTICE if required, and each 
appears immediately preceding 
or following an item of interest- 
ing news. Your advertisement 
here can always be fresh, always 
new, always compelling, and 
b = of its proximity to news 
Th re of interest which 
the passinewget,are looking 
for, it must be s¢@Miga must be 
read by 6,000,000 PEGE. 


¢ 
‘s 


5 
eee . aeene 


Each advertisement will be shown as and trom 
April 16th to the end of the Illuminations (last 
week in October) from 11 a.m. to 11 p.m. (over 
50 showings daily six days a week), and from 
the first week in November to April 16th from 
6 p.m. to 11 p.m. (over 25 showings daily six 
days a week), subject to the Ministry of Fuel 
and Power regulations. ; 
The rental is £10 per week for an advertise- 
nent not exceeding ten words, plus £1 per week 
xtra for each additional word. Minimum con- 
ract 52 weeks. Three year contract less 5%. 
pace will be limited to Twenty Advertisers 
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ADVERTISER'S WEEKLY 
A ‘Classic’ 
Rewritten 


Redmayne & Weeks’ Market Research. 
Revised a rewritten by R. WN, 
Wadsworth and B. D. Copland 
(Butterworth & Co., 17s, 6d.). 

For 20 years Redmayne & 
Weeks’ Market Research has been 
the student’s standby as well iis 
the business man’s guide. Now, 
completely revised by R. N. 
Wadsworth and B. D. Copland 
—a regular contributor ‘o 
ADVERTISER'S WEEKLY—is_ the 
first text book on market research 
published since the war by men 
who daily practise this particular 
calling. 

Once again special attention— 
in a considerably extended chap- 
ter—is given to sales statistics 
which should prove of admirable 
assistance to manufacturers wish- 
ing to extract the last decimal out 
of their sales figures. It is 
salutary to remember how back- 
ward most firms are in this 
respect. The general background 
to distribution is also well worthy 
of study by the student. The re- 
write of consumer surveys and of 
the theory of sampling is very 
succinct, the statistical side being 
dealt with in a very practical 
manner. 

Indeed, this makes an interest- 
ing comparison with Delens’ re- 
cent book. Delens uses detail not 
normally required by student or 
market executive. Redmayne & 
Weeks avoid this pitfall. But 
they forget that this will long be 


NEW BOOKS REVIEWED 


a reference book for many people 
whose job is, or will be, to apply 
the results of market research, its 
techniques and its findings, in the 
many branches of the distribu- 
tion function (whether in mer- 
chandising, selling, advertising, 
retail store management or else- 
where) in which they are engaged. 

For that reason it is a pity that 
so Many important matters. are 
omitted, even allowing for the 
limitations of space. Why no 
mention of small samples? Why 
this insistence on 3,000 interviews 
as being “generally considered io 
provide an adequate representa- 
tion of housewives in Great 
Britain?” Many surveys are on 
a much smaller (and perfectly 
adequate) scale. Readers should 
be told how to assess a proposed 
plan of research, what not to ask 
for in a questionnaire or dealer 
survey. Why, too, so little men- 
tion of other branches of market 
research? The Brand Barometer, 
for example, is not mentioned, 
even to be criticised. Copy re- 
search is scantily treated and yet 
that subject is one which is of 
vital importance to everyone con- 
cerned in the problem of selling 
goods. 

It would be churlish to ask for 
too much, but this book should 
be longer and more detailed. It 


is so far the best of its kind, 
therefore we want more of a 


Elementary, But... 
Lane's Ad Admi ation, 
N. 1. Sandbrook (Butterworth and ‘Co., 

Lid., 15s.). 

Originally written in 1931 “for 
the student of advertising on the 
threshold of his somewhat 
strange and bewildering profes- 
sion,” this book has been exten- 
sively revised and brought up to 
date for its second edition, though 
Mr. Sandbrook has preserved 
the general arrangement of the 
original. 

Clarity—particularly clarity of 
arrangement—is its great virtue. 
As a basic exposition of the 
“job” of advertising—what it is, 
what it tries to do, and how the 
advertiser, the agent, and the 
media fit into its scheme of 
things— it could hardly be 
bettered. It is designedly ele- 
mentary, but there are few even 
among those who have spent 
their whole working lives in 
advertising who will not find in 
it something which they did not 
know, or had _ insufficiently 
apprehended. 

Of general interest is Chapter 
2, on “The Economic Utility of 
Advertising.” Mr. Sandbrook 
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answers about as well as is possi- 
ble in the space of a few pages 
the familiar argument that adver- 
tising increases the cost of goods; 
that it exaggerates and misrepre- 
sents; that goods would still be 
available cheaply and plentifully 
without it; and that it is not 
constructive. Mr. Sandbrook has 
no difficulty in showing that, by 
increasing mand, it either 
reduces costs or allows of better 
quality at the same cost. 

Elementary? Doubtless; but 
it cannot be driven home too 
insistently into the mind of-the 
tyro, or the public.—M.H. 


IN BRIEF 


1951 Michelin Guide to France 
(Anglo-French Periodicals Ltd., 
17s. 6d.) once again tells the 
lucky motorist who is going to 
France all about roads, ferries, 
hotels, food, wines, cheeses, and 
places of interest—and about 
necessary evils like currency and 
customs. Also, there are 
through-way maps of all the 
main towns. If only the pub- 
lishers would give away a car 
and some money with this 
valuable book! 


Converting a Business into a 
Private Company, by Stanley 
Borrie (Jordan & Sons Ltd., 
3s. 6d.) gets to the heart of its 
subject with great clarity and con- 
cision in some fifty large-print 
Pages. 


** What sort of giants?” 


“Why, giant photographic enlargements.” 

A lively and well illustrated folder by AUTOTYPE 
shows you how they are made, explains the skill and patience 
demanded in the making, tells you who uses them—and why. 

We have discovered that there’s quite a lot in the folder 
that’s news to many. So we don’t hesitate to say you 
will find it interesting. Why not write or phone 


for your copy right away ? 


AUTOTYPE* 


set the scale for enlargements 


The Autotype Co. Ltd., Brownlow Road, London, W.13 


Ealing 2691-2-3. 


“Are you 
interested 
in giants?” 
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Plastics industry — organised by BRITISH 
PLASTICS — opens at Olympia on June 6. 


The first complete exhibition of Britain’s r 


The organising journal 
* BRITISH PLASTICS ” presents two magnificent show numbers 


JUNE—EXHIBITION PRE-VIEW JULY—EXHIBITION REPORT 


The greatly enlarged editorial content of this special 
number will provide detailed information on exhibitors’ 
products, Show plans, Convention programmes, and 
personalities attending. In addition to a large home 
circulation, more than 4,000 copies will go abroad. 
Whether or not you are exhibiting, an advertisement 
in this lavishly illustrated and colourful issue (on sale 
June 6) will spotlight Your products. 


A pictorial record of every important exhibit, plus 
a summary of the thirty-seven Convention papers. 
Home and overseas circulation will again be heavily 
augmented. Lavishly illustrated, with double its normal 
editorial content, this special number will be an in- 
valuable source of reference for thousands of visiting 
buyers and an indispensable report for those at home 
and abroad who were unable to visit Olympia. 


Reach the world’s buyers through 
the show numbers of “ BRITISH 
PLASTICS ”—the journal behind 
the Show 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.!I 


» WATERLOO 3333 (60 LINES) 
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ADVERTISER'S WEEKLY 


N an article in The Chemist 

and Druggist (February 17) 

a small manufacturer des- 
cribes the methods he employed 
in launching and marketing a 
new speciality line and claims 
that his success testifies to the fact 
that it is possible to establish a 
good market for a product “with- 
out relatively expensive publi- 
city.” 

He admits at the outset, how- 
ever, that a manufacturer who 
seeks quick results will find no 
substitute for advertising in the 
medical and pharmaceutical 
journals, but considers this a 
“course involving considerable 
expense, since for cumulative 
effect there must be repeated in- 
sertions.” 


Stock Bottle 
And Carton 


Having decided to market the 
new product in liquid form, he 
says, a manufacturer was found 
with a stock-sized bottle which 
was suitable, and “by a stroke of 
luck” a local printer to whom the 
container was submitted had a 
stock carton of exactly the right 
size. It was even possible to get 
cartons printed in two colours “at 
a lower price than a trade printer 
had quoted for a_ single-colour- 
printing.” 

A 4-page, two-colour card for 
circulation to doctors was pro- 
duced in dignified style, dealing 
on the inner two pages with the 
difficulties of treatment in gener +! 
practice, and giving extracts from 
medical literature and details 
about packing, ete. The back 
Page was designed to be torn off 
for filing. 

A circular produced for 
chemists was headed “Geod wine 
needs no bush,” and was sent 
attached to the medical leaflet 

The product was produced in 
one size only and it was decided 


to encourage sales solely through 
private chemists. The firm guaran- 
teed to refund or credit in full 
any stock returned at any time. 

The next stage in this no- 
advertisement marketing cam- 
paign was circularisation. The 
approximate number of doctors 
and private chemists in North- 
umberland, Durham and York- 
shire was obtained from an ad- 
dressing agency and circulars went 
out to the chemists three weeks 
before the doctors, to enable them 
to get the product into stock. 

This first attempt, in February- 
March 1949 was in many ways a 
failure, writes the manufacturer. 
Out of 1,500 chemists only about 
a dozen were willing to stock, 
and 500 out of the 4,500 doctors 
asked for samples. In the follow- 
ing autumn it was decided to 
circularise) again= those doctors 
who had had samples, eliminating 
“duplicates.” The response this 
time was “extremely good.” 

At the same time it was rea- 
lised that the firm could only 
hope to achieve 20 per cent of 
the total market with an “ethical” 
product, unless chemists recom- 
mended it to the remaining &0 
per cent. 

To maintain turnover through- 
out the year, additional products 
had to be launched by the firm 
and various changes were made 
in the propaganda for the new 
speciality. It was decided that 
the ordinary addressing services 
were uneconomic; they covered 
all doctors and the firm was in- 
terested particularly in the general 
practitioner. So addressing 
machinery was purchased and ‘n- 
stalled, and a mailing list com- 
piled, by a tedious process of 
elimination from the Medical 
Directory. This list is now being 
superseded by a new one incor- 
porating names submitted by 
chemists. 

Literature at present being sent 
to doctors consists of a 10 in. x 
8 in. card giving details of five 


TRADE & TECHNICAL ADVERTISING 


In his search through trade papers, SCRUTINEER has found the story of a small manufacturer 
who claims to have successfully launched a new proprietary medicine without trade press adver- 
tising, but, he suggests, the methods used were probably more costly, and— 


Oh, Such A Lot Of Trouble! 


of the firm’s products. This is not 
altogether satisfactory, because 
“it has been difficult to sum- 
marise the particulars in the space 
provided, and jt may not always 
be possible to get over to doctors 
the potentialities of a product; 
the method has, however, the ie- 
commendation of brevity,” says 
the maker. 


Read And 
Not Discarded 


“It also has the advantage that 
the card can be posted without 
envelope (the cost of the cheapest 
10 in. x 8 in. envelope is more 
than the cost of the printed card). 
Thus posted, it may be read by 
the doctor and not discarded, as 
some enclosures are.” 

After writing about the difficul- 
ties in follow-up circularisation, 
this manufacturer declares that 
his system may be complex, “but 
it cannot be bettered, taking into 
account the cost.” Without 
reoresentatives, the firm obtained 
in 1950 a 15 per cent response (in 
the shape of orders) to circular- 
isation. With this experience they 
intend to extend their range, while 
adhering to their original policy. 


Time And Labour 
Not Reckoned 


When it is realised that an 
“ethical” product, such as the one 
in question, cannot be advertised 
to the public without the risk of 
losing the right of prescription, 
it is extremely difficult to see 
where the saving on “relatively 
expensive publicity’ comes in. 1 
am certain that the time, labour 
and expense involved in this 
complex scheme (not forgetting 
the additional products which had 
to be launched to maintain turn- 
over!) amount to a figure well in 
advance of the cost of consider- 
able space in the medical and 
pharmaceutical journals. And 
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The Mixture 


Soaring wool prices are focus- 
ing attention in the clothing trade 
more and more on to synthetic 
materials and mixture cloths. The 
blending angle is cleverly por- 
trayed in this advertisement which 
Scrutineer found in the Drapers’ 
Record. 


it depends on the blend.. 
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POFFO ANS 


ae | Worsted and Rayon 


Blended Fabrics 


cri 


superbly blended 


gee by the makers of 
Z f 
Z- KAY AVAR 


ROBERT WHITTAKER & COMPANY 
frae Dorsteds and Coollens 

: 11-13 Morket Ploce. Landon, W.1 
Ttaphanes Wl eum 89114 

Telegrams Sebdue Gente Leadon 


ore af “Barstoray™ 


the response, more than probably, 
would have been better. 
* * * 


“TT pays to advertise—if you 

tackle it the right way”— 
this could be the advertising 
man’s advice to the medicine 
manufacturer referred to above. 
It is, in fact, the headline to the 
first of a series of six articles on 
the subject in The Outfitter 
(March 3). 

In the initial article, the writer 
says that to a few progressive out- 
fitters who are already exploitiag 
their businesses to full capacity, 


HAVE A NEW PLAN TO STEP UP 
YOUR SALES. ... it will cost you no more ! 


a e . « 3 PEROT OMES at oie a. 
ee 78 PC 

a — 

i hae ee ‘ 3 e 1) f 3 

Townend- Smit t iro | 

: 0 AAS. ee OR ERSLN SSE aiid 

‘ 40/41 CONDUIT ST., LONDON, W.1. PHONE: REGENT 2600. “wage . = 
| ss ge ee 


AprRit 12, 195] 


To Advertising Agents 


. . . for successful selling 


If you handle Textile and Fashion trade 
accounts you will serve your clients’ 
interests to the best advantage 

by using... 


9 “a 
~The DRAPERS RECORD 


BRITAIN’S LEADING DRAPERY 
AND FASHION TRADE JOURNAL 


PER WEEK 


HEAD OFFICE: 
Kings Bourne House, 229/231 High Holborn, 
London, W.C.1. CHAncery 6291. 


BRANCH OFFICES: 

Manchester: 10 Piccadilly Central 1806 
Leeds: 4 Wormald Row, Albion Street 28654 
Glasgow: 58 West Regent St. Douglas 6481 
Birmingham: 12 Cherry Street Midland 4708 
Leicester: Phoenix Bldgs., Berridge St. 23661 
Belfast: Ulster Bank Chambers 28268 
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ADVERTISER'S WEEKLY 
ESTABLISHED 79 YEARS 


our 


20. 


TECHNICAL 
ACCOUNTS 


Contractors 
Builders 
Engineers 


000 


trade subscribers may want to 


see your client’s announcement 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


| 69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 


_ 


-_ a stat Bulletin 
os ee 


Published by 
METAL 
INFORMATION 
BUREAU LTD. 


nd 


FOUNDED EOYs ~- : 


to-day the most authoritative textile journal in the world 


TEXTILE MANL 


COVERS THE WHOLE FIELD OF TEXTILE MANUFACTURE 


& CO LTD. 31 KING STREET WEST MANCHESTER 3 
erry: BEDFORD STREET W.C.2 


LONOON OFFICE: 21 


A reliable medium 


for 
HOME & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice weekly. 
Tuesdays & Fridays 
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LAUNCHING A_ PROPRIETARY MEDICINE 


WITHOUT TRADE PRESS ADS. 


many of his statements will seem 
ciemenlary, Dut the majority of 
relaulers in the field can allord 
to give Much more thought and 
alicnuon to adverusing Lian Is ai 
present the case. 

He warns: “Far too many 
traders take space im We pariso 
Magazine just Decause Mey like 
ine vicar, OF insert their Dames 
in a menu card just because “oid 
Smuth the draper is doing so!” 

Mere are some of the other 
points he makes: 

inose oumlers who do not 
adveruse at ali may think tat 
it WOUuid imcrease the costs, or 
inal it is too expensive. Ldis is 
nol the case, Dy adverusing you 
can turn Over your stock more 
quickly, and, oOviOusly, it is 
Deller to sell tea pairs ol slacks 
in a week al a promt of tweive 
shillings each, than ¢o sell the 
Same LeD pails 10 a Month al a 
pront of filteen shillings each. 

When an oullitter, who main- 
taims the quality of his goods, ad- 
Veruuses Consistently he wins the 
conndence of the public. His 
name becomes known, with the 
result that people return again 
and again to buy goods trom his 
shop. 

* ” 

OUND advice such as that 

has helped to keep the ad- 
vertising wheels turning ever since 
Mr. Nicholas Boone, of Boston, 
Lincs, conceived the idea of sell- 
ing space over two hundred years 
ago. 

A writer in Games and Toys 
(advancing Mr. Boone’s claim to 
be the pioneer in this field) tells 
how Mr. Boone put over his idea 
to the public: “his newspaper is 
to be continued weekly and all 
persons who have any houses, 
land, tenements, farms, ships, 
vessels, goods, wants or merchan- 
dise, to be sold or let, or who 
have servants run away or goods 
stolen or lost, may have the 
same inserted at a reasonable 
rate; from twelve pence to five 
shillings and not to exceed; who 
may agree with Nicholas Boone 
for the same at his shop next door 
to Mayor Davis’s apothecary in 
Boston next to the Old Meeting 
House.” 

Mr. Boone certaintly started 
something! 
” * . 

ROM individual advertising 

to collective efforts, On the 
manufacturing side, The Fur 
Record gives details of a Fur 
Trade Exhibition to be held in 
London from June to August, 
and announces the decision of the 
International Fur Trade Federa- 
tion to set up a propaganda com- 
mittee to examine the question 
| of an_ international publicity 
| campaign. This latter move fol- 
| lows a discussion during which 
the council of the Federation 
agreed that such propaganda for 

| the fur trade is necessary, but 


(Continued from page 78) 


that to be effective such a cam- 
Ppaign must De On a large scale 
and, tMerelore, ifvoive consider- 
aDie expense. 

From Vevon comes news of 
two joint puodlicilty eflorts by 
retail traders. Lhe Fish Friers 
Keview (March) reports that ail 
local Memoers of the nauonal 
associauon are to be asked to 
join in a puoduciy campaign in 
the local Press. [hey are con- 
sidering taking 6 in. double 
column spaces. 

Ihe second Devon effort is on 
the part of the members of the 
Soutn Wevon branch of the 
London and Soutnern Counties 
ironmongers’ Associauon. They 
have unuer consideration the in- 
augurauon ol a coliective adver- 
using scheme for their area 
(Hardware Trades Journal, Maren 
Y issue). 

Ihe British Beekeepers’ Asso- 
ciauion, which, according to a 
report in dhe Grocers’ Gazette 
(March 3), is in the midst of a 
“ume of crisis” feels that the 
Government could best assist 
beekeepers by granting financial 
aid towards a vigorous publicity 
campaign to stimulate the sales 
of British honey. The Ministry 
of Agriculture is to be ap- 
proached by the Association with 
a request that the national mark 
scheme for honey be re-intro- 
duced, or a new scheme on simi- 
lar lines be introduced. 

* * 


* 

A POWERFUL advertising and 

merchandising campaign is 
to be launched to make people .n 
Britain doughnut-conscious. 
(Food Trade Review, March). 
Mr. J. F. Bermond who has been 
brought over from New York to 
conduct the drive for the British 


Doughnut Co., which supplies 
machines for making “ring- 
donuts,” is quoted as saying: “I 
want to get children’ eating 
donuts,” he says. “Millions of 
American kids belong to the 
National Dunking Association. 


They wear a badge showing a 
doughnut being dunked in cotlee, 
and carry a_ certificate which 
declares that the holder is per- 
mitted at all times to dunk dough- 
nuts either in private or public, 
without criticism or interference. 
They have dunking parties; even 
a National Dunking Week. _ 
“I want to encourage ring- 
donuts among housewives and 
office workers for mid-morning 
coffee and afternoon tea.” 
* * * 


ERVICE Station reports 
the formation of a petrol 
retailers’ association, with offices 
at 21-41, Wellington Road, St. 
John’s Wood, N.W.8. Objects 
include: To obtain a fair con- 
tribution to the cost of advertis- 
ing branded spirits on petrol 
stations and premises, including 
lighting expenses on illuminated 
globes, etc. 
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¥ Latest A.B.C. figures show that Advertiser's 
Weekly has the largest weekly net sale in the 
Advertising and Publicity fields. 


CONFERENCE 
ISSUES 


* This striking folder will bring you full SUNK Publisted June? 
details of probably the most momentous Sr: International Advertising Conference 
half-dozen issues .1drertiser’s II eekly has de PS Prospect and Programme Number. 
ever planned. oh BULLY Published July 5 
H ; ; ix & " a ie: International Advertising Conference 

The simple fact is that in these six enlarg sone’ Whine thaliben. 
ed L.A.C. issues, YOUR advertisement eS aul, a0 tentemen 
will be seen by practically every import- Tp A Portfolio of British Creative 
ant advertiser and advertising agent of aan! ree. fo el 

° P ° i, . + « an advertisement medium which 
this nation and all other free countries... will give Advertising Agents a unique 
Telephone or write for YOUR copy of mast opportun ty of includ ng examples of their 


° ° P work in an impressive selection of the best 
this significant folder— NOW. of to-day’s British creative advertising. 


o Published July \0O—extra issue. 

First Conference Report. 
Advertiser’s PabedJap 1 

a Mid-Conference Report. 

W kl Published July 17—extra issue. 

ee v Final Conference Report. 


The Organ of British Advertising te 4 Senn Review. 


F. H. CARTER, Advertisement Director, 180 FLEET STREET, LONDON, E.C.4. Telephone : CHAncery 8844 (15 lines) 
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ADVERTISER'S WEEKLY 


Technical Publicity: Policy and Practice 


NE of the reasons put 
forward why many techni- 


cal advertisers — particu- 
larly the smaller ones—prefer 
my to employ agency assistance 
“the expense”. Whether by 
this is meant the amount charged 
for what they get, the amount 
charged for what they think they 
should get; the amount charged 
in comparison with the cost of 
producing their own material, or 
the amount charged in compari- 
son with the cost of a comparable 
volume of consumer advertising, 
| am not sure. The fact remains 
that the impression does exist that 
| to enlist the services of an agency 
Is an expensive business. 


Is there any basis of fact 
behind this attitude? Is it simply 
due to the bad psychology of 


agents in their approach to the 
technical advertiser? Or is it due 
to the advertisers’ prejudices? 
I must admit that in my opinion, 
it is a case as much of six of 
one and as of half-a-dozen of 
the other 


Fortunes At 

10 Per Cent 

In the good old pre-war days 
of advertising, fortunes were 
made in the business on a straight 
il. per cent commission and ad- 


vertising in trade or technical 
journals was regarded as a 
“nuisance.” To-day that figure 


has been raised and I suppose the 
average received from all sources 
amounts to approximately 13 per 


cent. In addition to that, 
in the case of technical ad- 
vertising, a service fee is al- 


most invariably charged, graded 
to increase progressively as the 
extent of exnenditure diminishes. 
On top of that, because technical 
accounts are supposed to be com- 
plex and difficult to administer 
or because some special] skill is 
supposed to be offered, the scale 
of fees charged to technical ad- 
Vertisers is usually at a consider- 
ably higher rate than that charged 
to “consumer” advertisers. 

service fee at 20 per cent of gross 
expe adi ture is by no means un- 


The Payment Bogey: 


TRADE & TECHNICAL ADVERTISING 


82 


By J. M. WILLIAMS 


Advertising agency remuneration by 


responsible, it is argued, for the fact that many technical 
advertisers use no agents and for their mistrust of 


agency advice. 
fessional status would be 


Advertising’s endeavours to reach pro- 


considerably helped by the 


general adoption of payment by fees. 


known and I have even heard of 
50 per cent being charged, al- 
though the average is presumably 
well below these figures. 

The sum total of this policy is 
that the section of advertisers 
which spends the least sums in 
buying and filling space is charged 
for this service at the highest 
proportionate rate of any type 
of advertiser. The very nature of 
the technical advertiser’s business 
does not cal] for vast expenditures 
but he isthe very person who 
probably ‘most needs agency 
assistance. So he gets charged 
at the highest, sometimes almost 
penal rates. 

Is this log’c? Js it a sound or 
persuasive method of approach? 
It may go down alright with the 
larger technical advertisers and 
those few enlightened people who 
put presentation first at all costs. 
But is it surprising that consider- 
able numbers of technical adver- 
tisers decline to have anything to 
do with such a proposition? 

There is no reason whatsoever 
why this proposition should ap- 
real. It is probable that many 
technical advertisers do not rate 
the importance of advertising 
very high. They are only vaguely 
aware of its power because they 
have never had occasion to ex- 
ploit it extensively. Many of 
these businesses can jog along 
very nicely, thank you. without 
any advertising at all. Others are 
advertising to “keep their name 


there” and because their com- 
petitors do. Higher up the scale, 
advert! sing is very often on a 
“prestige” basis and some tech- 


nic: al advertisers have shown con- 


siderable enterprise in perpetuat- 
ing these campaigns which so 
seldom show any directly trace- 
able result. 

But I believe that the reaction 
of advertisers in this field to 
agency approaches is conditioned 
more largely by a matter of prin- 
ciple—the principle of remunera- 
tion by commission. 


**Rake-off” Not 

Professional 

There is nothing new in this 
reaction. The suspicion, however 
baseless, must always exist that 
advice is not necessarily unbiased 
when it comes from an individual 
or collection of individuals who 
live largely by “rake-offs.” The 
advertising business as a whole 
has always laid itself open to this 


Agents Should 


Charge Fees, Rebate Commission 
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suspicion because, although sup- 

posedly reaching for professional 
status, it exists on a basis of re- 
muneration which is the antithesis 
of professional practice. 


Clients Feel 
Defenceless 


I think there are two main 
reasons why many technical ad- 
vertisers might find this repug- 
nant. The first is that many 
directors and executives amongst 
technical advertisers are them- 
selves professional men holding 
high qualifications. And, 
secondly, a large proportion of 
them must feel very defenceless, 
particularly if, as is often the 
case, they do not employ an ex- 
perienced advertising manager, 
because they themselves often 
lack even an elementary know- 
ledge of the mechanics of adver- 
tising. 

Even if technical advertisers 
can accept the principle of com- 
missions, how can agencies which 
handle technical accounts justify 
the larger service fee which they 
so often charge technical adver-- 
tisers in comparison with their 
charges to “consumer” advertisers 
who spend comparable sums? Is 
this supposed to be in respect of 
a special skill which js required 


@ “The very nature of the technical 
advertiser’s business does not call for 
vast expenditure... So he gets charged 
with the highest, sometimes almost 


penal, rates.” 


offs.’ 99 


“The suspicion, however baseless, must 
always exist that advice is not neces- 
sarily unbiased when it comes from 


individuals who live largely by ‘rake- 


DONALD 


AN AGENCY 
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ADVERTISER'S WEEKLY 


TO THE MAN WHO HAS 
THE “SAY” 


If a campaign is to influence public opinion towards 
the aims and achievements of a great Industrial 
concern there is no British publication to surpass 


The ILLUSTRATED LONDON NEWS. 


On a cost and coverage basis The ILLUSTRATED 
LONDON NEWS justifies a high position on 
your media list, for the reason that, apart from 


the cost, you acquire home and world-wide prestige 


which cannot be assessed in terms of money. 


Your campaign will be stronger and more effective 
if you nominate the use of The ILLUSTRATED 
LONDON NEWS, and your announcements 
would keep uncommonly good company .. . 
standing to commend your good judgment. 


THERE IS NO SUBSTITUTE FOR THE 

ILLUSTRATED LONDON NEWS, THE 

FIRST ann GREATEST ILLUSTRATED 
NEWSPAPER IN THE WORLD 


W. J. COWAN, Advertisement Manager, Commonwealth House, New Oxford Street, London, W.C.1. HOL. 6955 
MANCHESTER OFFICE: 55, Market Street. Tel. Blackfriars 4109 
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GRAHAM 


and 


GILLIES 


use 


LIFTING AND 
) SHIFTING GEAR 


complete 
information for manu- 


A service of 
facturers, 
research 


works chemists, 
workers, in the 


F following fields: 
. a => Pognt, Varnish, Lacquer, 
7 Colour, Plastics, Dyes, 
= Enamels, Printing Inks, 
Distempers, Oils, Spirits, 


Pigments and Appropriate 


Raw Materials. 
PAINT 
MANUPACTURE 


isanother publicetion of the 


MANUPACTURING CHEMIST 
PETROLEUM—FPIBRES 
PAINT MANUPACTURE 

WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 

MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 
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AGENTS SHOULD CHARGE FEES 


AND REBATE COMMISSION 


(Continued from page 82) 


to service technical accounts? 
The important point here is that 
the technical advertiser does not 
necessarily agree that any special 
skill is required. To him, the 
promotion of his products which 
he knows so well may not involve 
great difficulty. It is only the 
agent who finds it difficult, And 
he finds it difficult either ae 
most of his staff are engrossed ii 
selling lipsticks and mean 
cleaners; or, if the bulk of his 
accounts are truly technical, be- 
cause his creative men do not 
have the necessary technical 
background to enable them easily 
tO appreciate and to write fluently 
and convincingly about his 
clients’ products. In other words, 
if it is a special skill for which 
the technical advertiser is asked 
to pay. it seldom exists at all and 
in effect he is being required to 
subsidise the agency for its 
special lack of skill. No extra 
charge can be justified on this 
ground until technical agencies 
are truly specialised and their 
claim to specialisation rests on 
a sound basis of technical know- 
| ledge rather than on the number 
of technical accounts they handle 


Technical Accounts 
More Complex 


Are technical accounts of a 
complex nature? I think it would 
be generally agreed that there is 
more detailed work required in 
the preparation of technical than 
“consumer” accounts. Few will 
dispute this and certainly none 
who have experienced both. But 
the perplexed advertiser, so per- 
suaded, who further investigates 
the agency proposition, will find 
that this affects different agencies 
in different degrees. Agency “A” 
proposes a 5 per cent service fee 
charge, whilst Agency “B” may 
Maintain it cannot possibly ser- 


Self-service 
responsible for its expansion is the National Cash Register Co. who 
have installed this prototype shop at their offices. They advise retailers 
on all installation problems. 


retailing is 


catching 


vice the account for less than 10 
per cent. Rival claims of “pre- 
sentation” and “service” are 
largely nebulous factors to the 
advertiser who has not used an 
agent, because he is not in a 
position to judge of their validity 
until he has experienced them 
By the time he can assess them 
he has perhaps had to disband 2 
considerable proportion of his 
own advertising staff whose work 
the agency has assumed. Is it 
worth the risk? 

How different might be the re- 
action of a technical advertiser 
if he were contacted by a repre- 
sentative with a sound back- 
ground knowledge of his industry. 
If this representative could 
Ss to him that his 

ency’s claim to specialisation 
was based upon the technical 
qualifications of key members of 
his staff or the retained services 
of outside experts; nor solely on 
the number of technical accounts 
it handles. If this agency declined 
to work on a commission basis 
but returned commission by way 
of rebate as an earnest of its 
professional standing and impar- 


tality. If, instead, it charged a 
reasonably remunerative service 
fee at an agreed, standardised 


rate, in excess, of course, of the 
commission rebated. If it could 
assure its prospective clients that 
it handled no consumer accounts 
and was pledged not to do so. 
It may be, as I believe. that 
that kind of approach is the only 
kind of approach which is likely 
to promote complete acceptance 
by technica] advertisers of the 
agencies. And jit may be that the 
agencies will not find the tech- 
nical advertiser so unwilling to 
pay for sound, efficient service if 
only they can demonstrate that 
they are organised to provide it 
and provide it on a strictly 
ethical basis of remuneration. 


on. One of the 


organisations 


Aprit 12, 1951 


Make Sure your 

Advertisement is read by 
Shipowners, Shipbuilders, 
Marine Engine Builders. 


By using the advertising 
columns of THE SYREN 
AND SHIPPING your 
name will be kept in 
front of the leading 

| 


Shipowners, Ship- 
builders, Ship repairers 
and Marine Engine 
Builders at home and } 

overseas. 


* 


THE SYREN 


AND 


SHIPPING 


is the only weekly Shipping 
paper to publish monthly lists 
showing Tonnage under cons- 
truction at home and Overseas 


Send for a specimen copy and rate 
card to: 

SYREN & SHIPPING LTD. 
26-28 Billiter Street, 
London, E.C.3 
Phone: Royal 5322 


Paint 


Oi and 
Golour 


JOURNAL 


The oldest and best 
journal in the trade. 

over the world. It is a journal 
with a personality, and because 
of that all the executives read it. 
Rate card & full particulars from 8 
Ludgate Broadway, London, E.C.4 


informed 
Known all 
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SA 


is producing photography 


with that little extra touch. So elusive, yet 


all important. 


L. E. Aldous A.r.P.s. and his enthusiastic team 


of experts, working as they are 


under ideal conditions in their new Studio 


will do credit to your subject 


whether it be monochrome or colour. 


Telephone > 


Temple Bar 036] 
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Planners 
and 
Producers 
of 
DIRECT 
MAIL: 


RESULTS 


IF 
IF 


- 
— * 


IF 
IF 


IF 


your campaign is directed 
to the general public 


you wish to approach 
selected groups of 
consumers 

you want to contact any 
particular trade group 

you must mail to any or 
several kinds of industrial 
concerns 

you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 

YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 
82-84 PECKHAM RYE 
LONDON SEIS5 
Telephone : NEW CROSS 5541 


Together with our associate company 


SIMMONDS PRINTERS LTD 


| 
| 
| 
| 


SPECIAL 


B.I.F. 


"AND 


EXPORT 
NUMBER 


HARPERS 


Sports and Games 


8 Lloyds Avenue, 
London, E.C.3 


ROYAL 3838 
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How To Make Technical 


Many firms do a substantial 
part of their selling on the 
strength of the work of their 
research department. To put 
this over to customers, tech- 
nicians and laymen alike, the 
publicity department depends 
upon the research workers for 
detailed reports. 

T is generally accepted, that 
|e technical man is not a 

good writer. His training 
encourages him to be concise 
and factual in his statements, 
and he is usually accustomed 
to omitting steps in the develop- 
ment of an argument, forgetting 
that what is familiar to him may 


not be so easily followed by 
someone outside the subject. 


Speak Simply 
To The Scientists 


Those outside the subject are 
not always laymen. Dr. J. 
Baker tells of the advice which 
the secretary of the Royal Society 
gave him when he was about to 
address that body: “Now remem- 
ber,” he said, “you are going to 
speak to eminent scientists, so 
you must speak very simply.” To 
both the man in the street and 
the highly-specialised technical 
worker, any subject outside their 


ken will be abstruse and will 
need careful and detailed ex- 
planation. 


For some reason, an engineer 
usually assumes that he has 
learned all the English composi- 
tion and grammar that he requires 
before passing through his tech- 
nical training, and sometimes 
resents the suggestion that his 
Style and presentation are not 
models of clarity. Every experi- 
enced editor knows how few tech- 
nical articles or booklets can be 
passed to the printer without 
careful checking for obscurities 
of expression, wrong use of 
words, and even sheer bad gram- 


mar. Here is a sentence from a 
recent manufacturer's specifica- 
tion: 


“It comprises a steel cabinet 
36 in. wide and fitted with rear 
doors into which the chassis units 
slide.” 

The writer in this case did not 
aggravate the poor construction 
by putting “comprises of,” but 
this abuse of English is not un- 
common in technical schedules. 

In gauging the effectiveness of 
technical information, it is very 


Literature Readable 


By GEOFFREY PARR, 


Technical Director, Chapman and Hall. 


useful to have a testing panel 
of consumers not connected 
with the organisation. In 
brochures, as in books, 
opinion of half-a-dozen dis- 
interested readers before publica- 
tion will save much adverse criti- 
cism when the final product is put 
on the market. Further, the panel 
should always be invited to oper- 
ate or assemble a piece of equip- 
ment relying solely on the written 
instructions. There is nothing so 
productive of suggestions for im- 
provement both of the text and 
the apparatus! 

We hear a lot nowadays about 
income groups and advertisement 
appeal, but not quite so much 
about intelligence groups and in- 
formation appeal. Although the 
greater part of the population has 
an Intelligence Quotient of aver- 
age or above average value (100- 
120), there is an appreciable num- 
ber classed as “dull average” 
(1.Q. 80-90). Under the present 
redistribution of incomes it may 
be necessary to revise the presen- 
tation of technical information to 
include a wider range of intelli- 
gence and to augment the written 
instructions with more pictures. 

Much has already been written 
on the use of pictures for instruc- 
tion but, so far as the writer is 
aware, very few technical men 
have protested. against what 
might be called the wrong use of 
girls. Publicity people insist that 
a female figure in the: picture 
lends a human interest to what 
would be otherwise a dull piece 
of apparatus. The technical man 
objects on two grounds: one, 
that she is only of value for com- 
parison purposes—and in most 
cases a footrule would be more 
useful—and two, that she is 
usually posed in an impossible 
position with respect to the ap- 
paratus, especially if she is turn- 
ing a knob or opening a door. 
Be Explicit 

—But Stimulating 

Concluding, there is a quotable 
passage from Professor R. O. 
Kapp’s book The Presentation of 
Technical Information: “Don't 
think that an abundance of expli- 
citness is appropriate only to 
the lower level on which cheap 
popularisers of science work. It 
is, admittedly, possible to overdo 
explanations, and thereby become 
irritating. But over-explicitness 
is not a common fault, and under- 
explicitness is. Besides, you can 
afford to be very explicit indeed 
without irritating, if you contrive 
to be stimulating at the same 
time.” 
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How to exert a £100,000 pressure 
with a £2,000 appropriation 


‘How often Campaign Appropriations stay in the Petty Cash category because an advertiser 
is caught on the horns of a real live Dilemma. 
“I can’t increase my appropriation” he says, “until sales go up—because it is 
based on a percentage of turnover—yet it doesn’t seem that business will improve until 
we do spend more on advertising.” 
Our answer is to suggest that he tests the sales potential of his product by con- 
ducting an intensive campaign in one or more of Mills & Rockleys watertight test areas 
—exerting an enormous advertising pressure under measurable test conditions at a small 
fraction of the cost of a National Campaign. 
He can thus obtain public and retailer reaction to product, pack and sales story, 
on which to base a safe decision as to whether or not a greatly increased national 
advertising expenditure is justified. 


Is this your dilemma? Then why not discuss 
The MILLS & ROCKLEYS REGION with us, as a first step, locations and allocations? In the 
acne Mills & Rockleys Region, you will have the choice of 


LUTON , 
CAMBRIDGE MANSFIELD several compact areas in which you can test, for a small sum, 
CHELTENHAM NORTHAMPTON 


COVENTRY NORWICH the merits of different designs and the truth of our assertions. 
RBY NOTTINGHAM 

DONCASTER OxFORD 

GLOUCESTER PETERBOROUGH 

HULL TORQUAY 

IPSwiCcH TAUNTON 

LEICESTER WORCESTER 


MILLS & ROCKLEYS 


Planned Poster Advertising 


DID YOU KNOW? 


You can reach nearly 2,000,000 families 
through poster Advertising in the Mills 
H & Rockleys Region, which stretches 
‘4 from Ipswich to Evesham, from 
: Pontefract to Paignton. 


MILLS & ROCKLEYS LTD. Outdoor Advertising. 21, Queens Rd., Coventry. 


2. ADVERTISER'S WEEKLY 


| Ohe 
— Seutsman 


circulates throughout Scotland 
and is recognised at home and 
abroad as the country’s most 
influential newspaper. Adver- 
| tisers in THE SCOTSMAN achieve 
| country-wide coverage of Scot- 
First in the field with Chinese White 117 years ago, Winsor & Newton 


9 . . 
a Ree! — - am 8 — the newest, finest white | land S most important middle 
obtainable today fer every kind of process work. Intensely brilliant } * 
| and higher class markets. 


and with an opacity previously associated only with lead whites, 
ALBALIN represents everything you've wanted and waited for so long. 
It photographs its true value and its high degree of obliterative power | 
permits thinner application. which means quicker drying and economy. 


Its free flowing qualities make it ideal for use with brush. ruling pen | 
| 
} 


The new 
all-purpose 
Process 

White 


WHICH PHOTOGRAPHS 
ITS TRUE VALUE 


and air-gun. It does not crack or chip. Finally, notwithstanding that 
it is the finest process white you can buy, ALBALIN costs no more. 


SCOTLAND’S NATIONAL NEWSPAPER 


Prices are: — 


© yewto® | 
Winsor Mee 


; $-oz. (fl. cap.) Glass pots - - 10d. each | P 
sf : l-oz.(fl.cap.) .,  ,, - 1s. 4d. each North Bridge 63, Fleet Street 
$-1b. (4 oz. fl. cap) Glass pots 3s. 6d. each EDINBURGH LONDON, E.C.4 
= < lib. (Boz. fl.cap.) ., ., 68. 0d. each | 
Winsor & Newton Ltd., Wealdstone, Middx. Also at New York & Sydney, N.S.w |, lili NHN INHUMAN! 0\H0) HN INAGAA ANB M NNSA 
qQueSeGy05°7V——_—_ 


Le 


2 a “ae mt Yao _ Reng doe ee eri Pak ie aes eta mee. i - 4 t oF 7 
ee Ee ee a Tn a a | : - e  % 
ia RE inna eS 
PR tei 
~ 
my . 
: - 
Pi 7 ; 4 . 
| © ‘ E* 
‘ om 
NG eo 
; Si % 
: ™ 4 ‘ | 
| : if 7) 
i 
bee | 
% 
’ ; 
| ; aaa 
| / hs, 
é Vike 
e NS 
2 a; ‘al. 
. tea 
; 3 | 
ost 43 
BS fie 
ie 
| re r 
: 
| .e 
| # 
| ee ea 
x 
ey be 
2 re ‘ 
i eeeeeeeCis ade 
4 | : 
‘ | \ 2k. 
: Ls 
; , Be 
z 4 . 
: -- 7 i 
mae | +d 
; oe | | 
: wae } Pe 
: = — ey Ay | 
— Sa 3 Oe | 
is! “5 o 2 
‘ i | : 
: es ’ eee /, i 
f * “al . << 4 
% : : 
si 
- a i A 
Jf ¢ | 9 
: | \ a Ah 
: . 
Ps ; 
) e.. 
fi 
a 
ee 
ae 
{ 
; ” 
Bul 
oem 
a 
a 
Ya , : 
alt . 
— + mn ee D Se alam = ‘ 


ADVERTISER’S WEEKLY 


Mainly Personal— 


By CONTACT 


tee he has also done notable 
work. 

In view of this, and his profes- 
sional career, it is not surprising 
that he is a vice-president of the 
aging direc- International Advertising Confer- 
tor of Craw- ence. Oughton joined Crawford's 
ford’s. a few months after it was 
H. A. W. _ founded in March 1914. He went 
Oughton, back to it in 1920 after serving 
who has_ in the first world war, passed 
now suc-_ through all departments, was ap- 
ceeded Hugh pointed director in 1929 and 
Appleton as managing director in 1948. 
president His advertising clubs are the 
and cchair- London, Thirty, Solus, and 
man of the Aldwych. 

Institute of In his middle fifties, Oughton 
Incorporated is a keen and steady golfer 
Practitioners (handicap 14). A proficient 
in Advertis- amateur photographer, he won 
H. A. W. Oughton ing. is a many prizes before his other 
member of activities cut down the time he 
the council and executive of the could devote to his hobbies. 
Advertising Associaton, and re- x * *x 


cently became chairman of its 
finance committee after service THE CROWDED hotel lounge 
as chairman of the education seemed strangely empty after he 
committee. As treasurer of had left. For dominant person- 
N.A.B.S. and secretary of the ad- —alities like Paris agency chief 

Henri Jegu are not the mode in 


vertising agents’ committee serv- 
ing the National Savings Commit- _ this age of the common man. But 


EW MEN pull their 
weight more effectively in 
the advertising industry 
than the chairman and man- 


trong... 


Pressure proofed by patented process 
and tested at every stage. Only proven 
leads go into Venus Drawing Pencils 


SMOOTH... 


A patented 
all grit’ and 
be smooth 


CCURAWE... 


Accurate through and through — graded 
and tested by experts, Venus Drawing 
Pencils make the right mark every time 


colloidal process removes 
impurities—they must 


THE PENCIL WITH 
THE CRACKLE FINISH 


ENUS 
Perfect PENCILS 


THE VENUS PENCIL CO LIMITED LOWER CLAPTON ROAD 


LONDON ES 


Henri Jegu 


they can still colour an interview, 
enliven a conversation, electrify 
an audience. Henri Jegu, here last 
week, first saw Britain 50 years ago 
and courted parental displea- 
sure by staying on, at a salary 
which to-day would not keep a 
moderate smoker in cigarettes. 
He loves it still, as those who 
have heard him at the London 
and Regent Clubs well know. 
After 10 years here, during 
which he even canvassed in a 
general election, and five in the 
U.S.A.. he founded in 1920 the 
now well known Agence Jegu— 
from the first a service agency. 
Ever active for Anglo-French and 
Franco-American understanding 
his connections are legion—he 
is now busy developing provincial 
branches of the American library 
in Paris. “Are you coming to the 
International Advertising Con- 
ference?”—*“But of course.” 


* * * 


ALMOST coinciding with the ap- 
pearance of Trans World Airline 
advertisements for their new all- 
sleeper overnight service to New 
York is the recent appointment 
of Ben W. VanDel, director of 
advertising for T.W.A.'s_inter- 
national operations. 

The. Batten, Barton, Durstin, 
and Osborne agency—one of the 
two or three biggest in the States 

look after T.W.A.’s U.S.A. ad- 
vertising, but their international 
advertising was, until recently, 
handled by an American export 
agency. The arrival of VanDel 
here, and the appointment cf 
Mather & Crowther as his agents, 
suggest that T.W.A. have recog- 
nised the need for having some- 
one closer to the heart of their 
international activities. 

Advertising for the big airlines 
is tied up closely with such events 
as Holy Year, the Homecoming 
Year for Greece, the 2,000th 
anniversary of Paris—and, of 
course, the Festival of Britain. 
What with this last, and the job 
of trying to find better office 
accommodation, I foresee that 38- 
year-old VanDel will not have 
much opportunity of indulging 
in his pastime of golf for a while! 


. * * 


A PLEASANT interlude in 
agency routine was provided for 
the staff of Young and Rubicam 
some days ago, when some thirty 
or forty of them listened to a 
talk on Continental holidays, tt 
was given on the invitation of 
George Bryson, Y. & R. manag- 
ing director, by Kenneth Lewis, 
chairman of Business and 


Olive M. Hirst 
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Ben W. VanDel 


Holiday Travel Ltd., who fix up 
some of the business travel 
arrangements of Y. & R 
executives. 

Formerly managing director of 
Arks Publicity, Lewis still finds 
time to do a certain amount of 
freelance publicity for various 
firms. 

Also he is Conservative candi- 
date for Ashton - under - Lyne, 
where the Socialists had a 
majority of only 900. “So it 
should be an absolute sitter,” he 
said, adding as an afterthought: 
“if we can get an election!” Jn 
1945 and ‘SO he contested 
Newton-le-Willows. 


* * * 


A RECENT convert to the wiles 
of Canasta is Olive Hirst, joint 
managing direcitcr of Sells Ltd. 
As one who believes that ours is 
a fine profession for any woman 
who is prepared to eat, drink, 
and sleep advertising, Olive finds 
that it gives her just the not-too- 
strenuous mental relaxation she 
requires, 

Incidentally, a week or two 
ago, when announcing that she 
had been elected to membership 
of the Women’s Advertising Club 
of London, we inadvertently 
stated that she had joined Sells 
in 1913! This would put her well 
in her fifties—so I hope that any- 
one who has not the pleasure of 
knowing her will be disabused o/ 
any such idea by the above 
portrait. 

Sells—one of the oldest agen- 
cies—was founded in 1869; and 
only the other day its chairman, 


Charles Sells (nephew of the 
founder) was reminding Olive 
that right up to the 1920's 


women were segregated in a 
room of their own. Fortunately 
all that nonsense was over when 
she joined in 1931. 


WEEKS WISECRACK 


or 
“We'll have 


to cut down 
the size of our giant 
economy packs — people 
have started living in 
them.” 
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‘Eagle’ Plans For 
First Birthday 


Eagle birthday issue on sale 
to-morrow has a double colour 
page spread on how the magazine 
is produced from the tree to the 
newsagent’s shop. How Eagle 
was born, launched and is pro- 
duced is told in another double 
spread with photographs of the 
editor, leading members of the 
staff and contributors. 

Eagle birthday parties are 
planned in London, Glasgow, 
Newcastle, Manchester, Birming- 
ham and Bristol, and gift parcels 
will be sent to 3,000 club mem- 
bers who cannot attend. 

7. * * 

The career of Leicester's Sidney 
R. Campion, principal informa- 
tion officer, G.P.O., is described 
in the second (March-April) issue 
of Leicester Life. 

* * * 

Quality is the theme of the 
No. 2, 1951, issue of British 
Vogue Export Book. Full colour 
pages show top quality merchan- 
dise: textiles, sweaters, leather 
goods, pottery and silverware: 
and British couture collections 
are featured in a twelve page 
report. There are many full- 
colour advertisements. 

* * * 

To meet higher costs of pro- 
duction and further to raise the 
general standard, Dorette Knit- 
ting Journal is increased in price 
from Is. 6d. to 2s. 

* * * 

The serialisation of Operation 
Catapult by Gilbert Dalton on 
all regions of the B.B.C.’s Chil- 
dren’s Hour during January and 
February this year has proved su 
successful that it was rated top 
of “Request Week” and an 
episode was re-broadcast on all 
regions last Saturday. The 224- 
page book illustrated by Geo. W. 
Blow, with full colour jacket, 
will be published by Burke Pub- 
lishing Co., Ltd., at 7s. 6d. in 
May. 

* * * 


Index Publishers (Dunstable) 
Ltd. are publishers of the ABC 
Coach Guide, the first semi- 
annual issue of which has now 
appeared, 30,000 copies being 
printed. Coaching companies and 
hoteliers are among the main ad- 
vertisers. Second issue of this 
comprehensive reference book. 
priced 2s. 6d., will appear in 
September. 

* * * 

Focus On Brighton And Hove, 
issued by the publicity commit- 
tees of the Brighton and Hove 
Corporations, sets a new style in 
holiday guides. It is in magazine 
form and is the result of co- 
Operation with local Press repre- 
sentatives. The book contains a 


foreword by Lord Broadbridge 


of Brighton. 16 pages of four- 
colour illustrations, and many 
pages of monotone illustrations 
photographs, line drawings. ete.. 


Publications News and Notes 


and 24 pages of street maps with | 
bus routes and street index. 
* * * 

The Newspaper Society have 
published a revised supplement to 
Advertiser's Aid, 1951, which 
gives certified net sales for the 
period July to December, and the 
advertising rates operative on 
April 2. 

7. * * 

Contractors’ Record and Public 
Works Engineer, the quarterly 
overseas journal published under 
the auspices of the Contractors’ 
Record and Municipal Engineer- 
ing, has increased its page size iv 
12 in. x 9 in., type area 10 in. x 
7 in., with an adjustment of ad- 
vertisement rates. 

* * * 

Shopkeeper and Retail Trader, 
on sale April 27, will carry 
another Focus on the Season of 
the Year feature, this time de- 
voted to high summer. Il lustra- 
tions include ideas for topical, 
sales-pulling showcards. 

* * * 

Home-Making No. 2. the 
Kemsley quarterly, will be pub- 
lished on May 17. Second issue 
of the travel and leisure maga- 
zine Go will be published on 
May 31. 

* * * 

Announcements from all the 
leading book publishers account 
for many pages of advertising in 
the 54-page spring number of the 


Spectator. The Sunday Times 
has taken the inside front cover. 
* * 


Newsprint for production of 
Dollar Times, a record of the 
Dollar Convention at Eastbourne. 
was a gift through the good 
offices of the Canadian *Dollar- 
Sterling Trade Advisory Council. 

> * * 

A year book is to be published 
next year for the first time by 
the National Amateur Tobacco 
Growers Association. Produced 
by M. L. Pepper Publicity Ltd.. 
it will contain about 48 pages of 
edito-ial and ads. ‘vith an attrac- 
tive green cover. The Association 
comprises som€ 4,500 members 

* * * 

First year book for the ice 
cream industry is now published 
by Benn Brothers Ltd., proprie- 
tors of Ice Cream Industry. A 
book of 220 pages, The Ice 
Cream Industry Year Book con- 
tains reviews of different aspects 
of the trade through 1950: new 
products, plant and equipment: 
Government regulations and a 
complete buyers’ guide. 130 
firms are represented in the ad- 
vertisement section, which con- 
tains 20 pages of 2, 3 or 4-colour 
announcements. 


* * * 

Avril issue of World Sports 
provides comprehensive sports 
coverage in the international 
sphere. Cover sportsman in 


colour, is Bobby Locke, and 
Henry Longhurst contributes 
story on the South African golfer 


® Few districts 
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DURHAM AND 
NORTH RIDING 


BUY ecauge 


in England 
are so rich in agriculture 
and industrial development. 
This area has both. There 
are 15,000 men producing 
food from the land. 


@ In industry, 118,988 men 
are fully employed in the 
mines in the Durham coal- 
field, and earming good 
money for their work. 


@ 38,151 people are building 
ships for the navy, the 
Merchant Service, and for 
countries all over the world 
—all well-paid craftsmen. 


@ There are many 1.C.1. and 
other chemical works in 
this region employing 21,083 
men and women. 


if you want to sell your goods to Durham and North Riding 


Advertise in 


DARLINGTON AND 
STOCKTON TIMES 


NET SALE 36,856 ABC 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 
167-170 FLEET STREET, LONDON, F.C 4 TEL: CENTRAL 3265 

Manchester Office 
MIDLAND BANK HOUSE, 26, CROSS STREET, 
MANCHESTER 2. Tel: BLACKFRIARS 3930. 


Leeds Office 
RUSSELL CHAMBERS, MERRION STREET, 
LEEDS 2 Tel: LEEDS 24998 
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AVERAGE for 6 MONTHS ended DEC. 31, 1950 
IN EXCESS OF 


30.000 


COPIES PER DAY 


LINCOLNSHIRE 
| ECHO 


~<a lle 


(Evening) 


Sn ~- 


ne —SKKE Le 


$ 


July—Dec. 1950 
A.B.C. Figures 


London Representative : 


Tele : 


CAMBRIDGESHIRE TIMES: 


—S 


65,123 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


MR. W. H. WALMSLEY, 69, FLEET STREET 
Central 9353 


Copies 
Weekly 


AT IT 


Our service also includes 


we have limited supplies of 


We are in a position to undertake the production of an estab- 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 


Colour Brochures, Price Lists, Catalogues, etc., 


FOX PRINTING PRESS 


TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
Telephone : BUCkhurst 1252 - 1002 


(PRINTING | 


S$ BEST 


the production of high-class 
for which 
art paper in stock. 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. VIC 0912-3 


ROTAPRINT & MULTILITH USERS 

We offer you a speedy Photo-Litho service 

that is second to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED | 
3 Academy Buildings, Fanshaw Street, N.! 


printing, 


work, 


Priestleys 


OF GLOUCESTER.“ __ 


LONDON TEL: TRA 4277 


} 


Fhibiton 


EALING 3362 
» 444 


SCREEN PRINTING 


RENART 


STUDIO LTD 
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CURRENT 


BATTLE OF 
THE PERM 


The perm battle has taken a 
new turn with a campaign which 
has been launched for Jamal 
permanent waving system by their 
agents Gordon & Gotch Ltd. 

In effect it is a prestige cam- 
paign for the hairdressing profes- 
sion. It urges women to go to 
skilled practitioners for advice 
and information on _ problems 
affecting their hair. Copy both 
in Press advertising and posters 
stresses the importance of going 
to a skilled hairdresser for per- 
manent waving. Throughout the 
name “Jamal” takes a back seat. 

Quad-crown posters and roof 
cards for London underground 
consists of black and white draw- 
ings of a crowd, in the centre of 
which is a girl with an attractive 
hair-style. The caption reads, 
“Go to her _hairdresser—ob- 
viously a Jamal specialist.” 

This drawing will also be used 
in Press advertising in women’s 
class magazines. In other 
periodicals a latge half-head of a 
girl is shown with the question, 
“Who is her hairdresser?” 

Large, attractively coloured 
window display cards are to be 
distributed to hairdressers. These 
offer free consultation and advice. 

Plastine covered cards for 
cubicle display are also provided. 
“Jamal” is mentioned casually in 
the last paragraph of the copy. 
Brochures for distribution § in 
salons have been prepared and 
technical leaflets showing a 
Jamal “Style of the month.” 
Small blocks of these styles have 
been made for use on_hair- 
dressers’ stationery and for local 
Press advertising. 


Napper’s To Place 
Here For Irish 


Tourist Board 

The Irish Tourist Board is to 
spend £15,000 on advertising :n 
the national Press, periodicals and 
magazines in this country be- 
tween now and October. 

The campaign is being handled 
by Sun Advertising Ltd., Dublin. 
and Napper, Stinton & Woolley 
Ltd. have been appointed to 


place the advertising in this 
country. 
Schedule includes News 


Chronicle, Daily Graphic, Daily 
Express, The Times, Daily Tele- 
graph, Daily Mail, Evening 
Standard, Sunday Times, Radio 
Times, Punch, Picture Post, 
Illustrated, Field, Country Life, 
Sphere, Tatler, Sketch, Ilustrated 
London News, Universe, Catholic 
Herald, Catholic Times, Man- 
chester Guardian, Scotsman, 
Glasgow Herald, Birmingham 
Post, Birmingham Mail, York- 
shire Post, Nottingham Guardian, 
Western Mail, New York Herald 
Tribune and New York Times 


ADVERTISING 


€ 


a ee 


This is one of the new series of 
Guinness advertisements that, as 
reported exclusively in last week's 
issue, are now appearing in the 
— Press. Agents are 


(European editions), Ocean Times 
and Ocean Press. 

The campaign is designed not 
only to attract tourists from 
England to Ireland but also to 
induce Americans and _ other 
overseas visitors to the Festiva) 
of Britain to make a stopover 
visit to Ireland. 

Previous advertising by the 
Irish Tourist Board has been co- 
operative with Aer Lingus and 
Coras Jlompair Eireann’ in 
ae tourist trade periodi- 
cals. 


Announcing A 
Name Change 


To give fuller recognition to 
the association which has devel- 
oped in the public’s mind between 
the Anglo-American Oil Co.., 
Ltd., and its Esso products and 
trade mark, the name of the com- 
pany was changed to Esso 
Petroleum Co., Ltd., last Friday. 

Largest possible spaces avail- 
able were taken in the national 
dailies and Sundays, London 
evenings and the larger provin- 
cial papers to announce this 
change. 

Trade and technical Press were 
used extensively including a wide 
range of papers in the agricul- 
tural, engineering and textile field. 

A half-page in the Daily 
ype appeared to-day (Thurs- 

av). 

The campaign, handled by 
McCann - Erickson Advertising 
Ltd., will run for two or three 
weeks. 


Quick Return 


In March 1948 T. Booth 
Waddicor & Partners Ltd. were 
appointed agents for J. W. 


Benson Ltd., watchmakers and 
jewellers. 

In July last year they lost the 
account to another agency. 

But after an interval of only 
ten months the account returns to 
T. Booth Waddicor & Partners 
Ltd. on May 1. 
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Research Into 


Stout Drinking 
Watney, Combe, Reid & Co., 
Ltd., have acquired the firm of 
Charles Hammerton & Co., 
Ltd., ma.ers of Hammerton 
Oatmeal Stout. Foote, Cone 
& Belding Ltd. have been 
appointed to handle the Ham- 
merton advertising. A market 
research is being conducted 
by them into stout drinking 
and until results are known a 
temporary campaign run- 
ning with showcards and 
posters in Watney public 

houses and off-licences. 


GOR-RAY MOVES 
AGAIN 


Legget, Nicholson & Partners 
Ltd, will take over the Gor-Ray 
skirt account as from June 1. 
Home market schedules are un- 
likely to be revised in the im 
mediate future. 

NEW ACCOUNTS 

To W. S. Crawford Ltd.: 
Jameson's Chocolates Ltd. 
makers of Van Houten choco- 
lates. Previously advertising was 
placed direct. 

To Wilfrid Tisbury & Co., Ltd.: 
Raymond (Art de Beaute) Ltd. 
An introduction campaign for 
Raymond's R. 77 clinical cream 
shampoo, distributed by Warner, 
Harvey & Co., Ltd., has started 
in nationals, class magazines, and 
Channel Island papers. 

To The Winter Thomas Co., 
(td.: Cunard-White Star, A 
special prestige campaign is 
starting immediately in national 
and provincial dailies and lead- 
ing magazines. 

To Greenly’s Ltd.: English 
Clock Systems Lid.. industrial 
branch of Smith's English Clocks 
Ltd Campaign includes the 
Times, Economist, Scope, Archi- 
tectural Review, Architects 
Journal, Electrical Review and 
Electrical Times. Supporting 
literature is being prepared for 
Interval Times, Master Clocks, 
and Autoprint and Leverprint 
Time Recorders. 

To Larder & Stevens Ltd.: H. 
Goldstein & Co., Ltd., makers of 
“Resiline™ ties, scarves, and dress- 
ing gowns, and “Eversmooth™ 
ties.—I. Miller & Co., Ltd., makers 
of “Miller” and “Milgola” chil- 
drens wear. 

To Gee Advertising Ltd. (Lei- 
cester): Raywarp Textiles Ltd.. 
makers of high-class nylon-tricot 
negligee, lingerie and nightwear. 

To Ripley, Preston & Co., Ltd. 
(Manchester): Whitley & Co. 
(Manchester) Ltd.. merchant ex- 
porters (export Press).—E. & W. 
Ltd. catering equipment manu- 
facturers (trade Press).—Sensin- 
wood Ltd... makers of “Presto” 
dining-lounge table (provincial 
Press). 


ACCOUNTS MOVING 


To Erwoods Ltd.: Sterno! 
motor oils, as from April 1. A 
national campaign js planned. 


NEW_CAMPAIGNS 


For Cadbury's Cup Chocolate | 


which has been reintroduced for 
the first time since pre-war. 
Colour advertisements are now 
appearing in Punch, Reader's 
Digest, and class women’s maga- 
zines. Agents: Colman, 

& Varley Ltd. 

For Dinneford’s pure fluid 
magnesia, starting this week in 
Daily Mirror, News of the World, 
Sunday Pictorial, weekly provin- 
cials, a wide range of women's 
journals, both weekly and 
monthly, and medical and nursing 
Press. Agents: J. Varney & Co., 


For “Transfo” lighters, a new 
kind of lighter without wick. 
wool, flame or fuel, marketed 
through the chain of A. Lewis & 
Co. (Westminster) Ltd., special 
positions, 8 in. and 6 in. d.c., in 
London evenings.—For Sea Lord 
cigarettes, made by Cohen, 
Weenen & Co., Ltd., test cam- 
paign running during April and 
May in the Star. Agents: 
Armstrong-Warden Ltd. 

For Boots Pure Drug Co., Ltd., 

“household medicine” campaign 
with each advertisement featuring 
half-a-dozen products, in national 
dailies and Sundays, provincials. 
Roof cards on London under- 
ground are also being used.—For 
Bob Martin condition tablets, 
starting shortly in national dailies, 
Sundays and London evenings 
(including 11 in. triples), Picture 
Post, Illustrated, Punch and other 
national weekly magazines. Also 


16-sheet posters on London 
underground. Agents: Everetts 
Ltd. 


For the New Sanpic with large 
spaces in national dailies, Radio 
Times, and national women’s 
magazines. Also posters. Agents: 
J. Walter Thompson Co., Ltd. 

For Automaticket Ltd.. featur- 
ing the ticket machines that will 
issue tickets to millions at the 
Festival of Britain in national 
financial and business Press.— 
For Plus Rapid Adder and Sun- 
lock Adding-Calculating Mach- 
ines in national and business 
tas Agents: Alfred Pemberton 

td 


Cartoon Ads. 
Strike New Note 


The Sunderland Echo broke 
new ground when staff artist Ron 
Thompson did six cartoons 
denicting advertiser's wares for a 
full page under the headline 
“Laughs with the advertiser.” 
The write-up reads: “In the belief 
that brighter days are on the 
way, we present a feature which 
we hope will give both interest 
and amusement. On this page 
advertisers have struck a new 
note, our artist has caught their 
mood.” 


Handling B.LF. 
Campaign 
The Press advertising campaign 


in home publications for British 
Industries Fair, 1951, is being 


handled by Rumble, Crowther & 


Nicholas Ltd. 


Pat. No. 588335 and pat. applied for 


‘READYRECORD'’ _ finish. 


FILING 


FURNITURE 


ADVERTISER'S WEEKLY 


for use at the 


hd 


SOUTH BANK 
EXHIBITION 


The “Ambassador ' 
British Workmanship 
for 


eo shone of Per- 
formance. 

@ Dignity of appear- 
ance. 

@ Economy of Space. 
All files accessible at 
once. 

@ Quarto, Foolscap 
or both. 

@ Lid inside fitted 
with graph or chart 
holder. 

@ Lower section en- 
closed by sliding doors. 
@ Central lock. 

@ Polychromatic 


a 


tax paid ex works 


uw 


RANDALRAK LIMITED «.,. « 


THE RANDALL ORGANISATION ESTABLISHED 185! 


PADDINGTON GREEN WORKS, W.2 
106 VICTORIA STREET, S.W.! 


SHOWROOMS: 


Bérlingske 
Tidende 


AMBassador 1661-6 
ViCtoria 4238 - 3485 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, 5.W.1 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
HANDWRITTEN OR SILK SCREENED 


REGINA STUDIOS ‘SIGNS & DISPLAYS) LTD 
BOSTON ROAD. HANWELL WP, 
fat 9805 


AL aes 


Personal Acce all Enquorie 
Complete & Guaranteed Service in the Fuile 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.lI 
Tel. Nos. Battersea 5300 & 4886 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 
| 10 PERCY STREET * LONDON 
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THAT Sir Hartley Shawcross 
will propose the toast of 
“Journalism” at the festival din- 
ner of the Newspaper Press Fund 
at Grosvenor House, London, on 
April 25. Lord Burnham will 
preside. 

* * * 
THAT the 100-year-old British- 
owned North China Daily News 
of Shanghai has ceased publica- 
tion. 

* * 
THAT nearly 1,000 people at- 
tended a series of Sunday Times 
Canasta demonstrations at the 


Army and Navy Stores, London. 


THAT with the 
lighting ban on 
manufacturers are 


lifting of the 
Sunday, sign 
getting an up- 


life in business. Picture shows 
two engineers from Franco- 
British Electrical Co., Ltd., work- 


ing on part of the neon installa- 
tion at the Grosvenor Court 
Hotel. 


92 


We 


THAT a cheque for nearly £300 
was recently passed to H. 
Clarkson for the National Ad- 
vertising Benevolent Society from 
the Fleet Street Players. 

” * ~ 
THAT Devon Beekeepers’ Asso- 
ciation is to ask the National 
Beekeepers’ Association to con- 
sider a scheme for advertising 
British honey on a national scale. 

*~ ~ 
THAT a poster designed and 
painted by David Newton, a 
student at Rochester Art School, 
will be used to advertise Sitting- 


bourne’s Festival of Britain 
H.storical Pageant. 
* * * 


THAT a page of advertising sup- 
port was given by metal, textile 
and paper stock scrap merchants 
to a two-page feature in the 
Glasgow ioching News on the 
need for recovery of every type 
of scrap. 
* * * 
THAT red beer barrels, supplied 
by Watneys, marked the course 
at the Bentley Drivers’ Club hill- 
climb near Eastbourne, and 100 
competitors thus had the Watney 
trade-mark firmly impressed on 
their minds as they negotiated the 
steep bends. 


ADVERTISING MANAGER’S CORNER 


shop counter. 


misses ; 


for nearly 40 years. 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel : REG 3295-6 


Follow Through! 


No matter how much drive you put into your advertising, it 


won't get anywhere unless you follow right through to the 


When you're in the selling game you get no prizes for near 
it’s all or nothing. That's why it pays to keep right 
on selling until the business is in the bag. That's why it 


pays to consult Harris about point-of-sale advertising. 


The worst bogey in any business is point-of-sales resistance, 
but it’s a handicap that can always be overcome by the sort 


of professional co-operation that we have been providing 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


THAT this little drawing showing 
George H. Phipps, advertisement 
manager, Lutterworth Periodicals, 
leading Phillip Arnold, one of his 


representatives, was included on 
a post card announcing the return 
of the advertisement department 
to the Lutterworth H.Q. in 
Bouverie Street. 

* * * 
THAT the anonymous group who 
sponsored the Christmas poster 
which drew much favourable 
comment last year are preparing 
a similar campaign for this year. 
and hope to have a five-colour 
poster. 

* 
THAT a series of articles on 
Japan, including surveys of the 
textile industry and heavy indus- 
try and of management-workers 
relations, will start in the 
Financial Times on Monday. 

* * * 
THAT W. W. J. Studd, a director 
of Illustrated Newspapers Ltd. 
has left for a short visit to the 
United States. 

* * * 
THAT the Televiewers’ Associa- 
tion, the national organisation of 
British viewers, has appointed 
Derek Hoddinott press officer. 
and Malcolm Lester as its chief 
technical officer. 

* * ” 
THAT H. G. Webley, advertise- 
ment manager of The Syren & 
Shipping Ltd., visited Scotland 
last week and attended the Publi- 
city Club of Glasgow’s luncheon 
meeting on Friday. 

* * * 
THAT E. Luscott-Evans has relin- 
quished his vice-presidency and 
his seat on the Council of Birm- 
ingham Publicity Association. 

* * * 
THAT the L.1.P.A. discussion 
group meeting called for April 
17 has been postponed, and mem- 
bers will be advised of the new 
date shortly. 

~ - . 


THAT fifty-five window and in- 
terior displays have been entered 
in a competition in connection 
with Brighton and Hove Austra- 
lian Honey Week. 

- * * 
THAT the British Travel and 
Holidays Association new tourist 
information centre at 64-65 St. 
James's Street, S.W.1, was offici- 
ally opened on Friday by the 
Foreign Secretary, Herbert 
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THAT 60 representatives of 
Midlands newspapers attended 
a lecture by Donald Geddes, 
legal adviser to Associated News- 
papers Ltd. and Northcliffe News- 
papers Group Ltd., at the invita- 
tion of the Derby Evening Tele- 
graph. 

* * * 
THAT Sir Stephen Tallents, for- 
mer Post Office P.R.O. and P.R. 
Controller of the B.B.C., has col- 
lected 300 mole skins near his 
home at Dartford to have made 
into a coat for his daughter. 

~ ~ 
THAT Colne Valley Urban 
Council's Festival of Britain 
committee has appointed T. G. H. 
Wyley, a Halifax display expert, 
to draw up a scheme for an 
industrial exhibition in connec- 
tion with the Festival. 

. * +. 
THAT the capital of White & 
Carter Ltd., the advertising 
agents, is to be increased to 
£10,000 by the creation of 5,995 
new ordinary shares of £1 each. 

~ * ~ 
THAT Collins Magazine for Boys 
and Girls are offering their pro- 
vincial agency friends the use of 
their offices at 11 St. James’s 
Place, as a base while in London 
for the Festival. 

~ * * 
THAT the advertisement depart- 
ment won the inter-departmental 
six-a-side soccer competition of 
the Yorkshire Conservative News- 
paper Co., Ltd. 

* * * 
THAT the exhibition committee 
of the 1952 British Food Fair 
comprises Frederick Monkhouse, 
chairman, Rex Cooper, A. R. 
Pegler, Lauchlin Rose, and Frank 
Shires, president of the Food 
Manufacturers’ Federation In- 
corporated who are promoting 
the Fair. 


ADVERTISING 
DIARY 


Friday, April 13. 

Puaticity Ciun oF SHerrrerp 
luncheon meeting. Lt.-Col. Maurice 
W. Batchelor on “Thrills and spills 
of 30 years.” Grand Hotel, 
12.30 p.m 

Pusticity Cius or Gtascow 


ladies day Mannequin show by 
Daly's of Glasgow Grosvenor 
Restaurant, 12.55 p.m 


IVERPOOL aND District Pusti- 
CITY ASSOCIATION annual birthday 
lure yeon oop 12.45 p.m. 
Tuesday, April 1 
ome R ogllig ADVERTISING MAaANn- 
AGERS' ASSOCIATION Afternoon 
visit to a film studio 
Pusticiry Ciusn OF SUNDERLAND 
AND District. ‘Twenty Questions”’ 
with V. H. Dewey as quiz master 
Grand Hotel. 7.30 p.m 
Th y, 
ALDWYCH CLUR. a circle. 
tain’s day. Hendo 
BERKS AND Bucs PuBLIcITy 
Cuup. Debate and quiz with 
1.S.M.A. (Royal Counties branch). 
Tac” Hotel, Maidenhead. 


a wApell 23 
Pusuicity Cus oF DON. 
S. James Brown on “British maga- 
zine publishers reaction to 
invasion of the British market by 


Cap- 


American counterparts."" Waldorf 
6.15 pm 

Pusticrry Ciun oF SHEFFIELD 
gee Trust Grand Hotel. 
7.30 

Thursday, April 26. 

Pusticiry Crus or Leeps 
Speaker: The Lord Mayor of 
Leeds (Ald. F._H. O'Donnell) 
King Edward Restaurant, 
12.30 p.m 
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A section of the exhibition of Shell photographs which are being 
presented by The Anglo-Saxon Petroleum Co., Ltd., 


at Lloyds. The 


exhibition will later go on a tour of shipping circles and institutions 


throughout the U.K 


Scots Printing : 
Manpower Falls 


Decline in manpower in the 
Scottish printing industry is 
worrying Scottish masters. Figures 
prepared by the Scottish Alliance 
at November 1950 show that the 
decline in labour in Scotland as 
against the 1939 figures was 17-7 
per cent in the case room, 4°9 
per cent in the machine room, 
and 15 per cent in the litho de- 
partments, compared with an 
overall national decline of 5-6 per 
cent. 

Drawing attention to the fact 
that many European countries 
have shown an expansion of 
printing industry personnel by 
from 9 per cent to 45 per cent, 
the Alliance emphasises the 
danger to British printing from 
expanding Continental capacity 


New London Home 
For ‘Time’ 


Time, the U.S. news-magazine, 
is to build a block of offices in 
Bond Street, on the bombed site 
at the corner of Bruton Street, jt 
is reported. 

This will be the second U.S. 
press building to be erected in 
London since the war. The other 
is the Associated Press building 
in Farringdon Street. 


National School Of 
Printing Proposed 


Mr. W. J. Whelan, representing 
Dublin Typographical Provident 
Society, suggested at the annual 
prize-giving of the Dublin School 
of Printing and Book Production 
it was time that a National 
School of Printing was established 
for the whole country. The 
present school is for Dublin ap- 
prentices and has about 400 
pupils. 

Mr. M. J. MacManus, literary 
editor of the Jrish Press, pre- 
sented the awards and remarked 
that printing standards in Ireland 
had improved considerably dur- 
ing the past 50 years. 


Market Research Is 
Not A Panacea 


Market research is the most 
commonly used tool in the 
fashioning of successful business, 
Graeme Cranch, head of research. 
Mather & Crowther Ltd., told the 
Cardiff Branch, Incorporated 
Sales Managers’ Association. 

He emphasised that it was a 
continuous study that concerned 
every stage, from the conception 
of an idea to periodic examina- 
tions of sales trends long after 
the product has been successfully 
established on the market. Far 
too many people’ regarded 
market research as a kind of 
panacea of all ills to be applied 
only when things have gone 
wrong. 


Press Visit Patons 
& Baldwins 


Prominent advertising men 
who, along with more than 80 
journalists, visited the new 34- 
acre Darlington factory of Patons 
& Baldwins Ltd., included Messrs. 
W. E. Osborne, chairman and 


managing director, Osborne- 
Peacock Co., Ltd; J. H. A. 
Cocks, managing director, 


Gordon & Gotch Advertising 
Ltd.; and S. H. Bowden, adver- 
tising and publications manager, 
Patons & Baldwins Ltd. 

In the party were representa- 
tives from national and provincial 
newspapers, women’s magazines, 
popular and class weeklies and 
trade journals, and the Australian 
and Canadian Press. 


Stationer’s Schemes 
To Help Employees 


A superannuation fund with 
investments of over £2,700,000; 
a convalescent home at Bognor, 
a sports ground at Wembley, 1 
building society, a friendly society 
and various sick and benevolent 
funds are among the facilities 
offered to the staff of W. H. 
Smith & Son in a staff handbook 
now being distributed to all em- 
ployees. - 
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300 Acres 


and more! 


The chances are: (1) He’s a farmer who has 
always farmed on a large scale. (2) He’s an 
estate owner supplementing income, or (3) 
A big businessman—WITH CAPITAL! 


All the editorial in SPORT & COUNTRY is 
attuned to this kind of readership which 
represents a veritable goldmine for adver- 
tisers of agricultural and horticultural capital 
__equipment. If 'you_are inthis business, make 
~“it YOUR business to see that your advertising 
EB plans include 


SPOR! e 
UAT 


SPECIAL NUMBERS 


BATH & WEST SHOW- June 13 
PRE. ROYAL SHOW - June 27 


THE ROYAL SHOW - july 25 
THE DAIRY SHOW - Nov. 14 
HIGHLAND & ROYAL SMITHFIELD SHOW - Dec. 12 
COUNTIES SHOW - july 11 | POULTRY SHOW - Dec. 26 


GRAHAME E. BISHOP, Advertisement Manager, 
Commonwealth House, New Oxford Street, London, W.C. HOLborn 6955 
MANCHESTER OFFICE: s3 Market Street. Tel. Blackfriars 4109 
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Pictorial 

Printing 

Processes 
By Kenneth Ullyett, F.R.Met.S. 


f 
| 
| 
| 
| 


ques (Practical guide to all mod- 
ern processes of producing 
printed iilustrations, written 
for the student and practi- 
tioner in advertising and 
editorial work, and for all 
converned with ordering and 
designing pictorial work. It 
includes chapters on the pre- 
paration of originals, on 
paper and ink. and on cost- 
ing. With SO illustrations 
1Ss. net a practical 
guide to all modern pro- 
cesses full of informa- 
tion of the greatest service 
to all concerned with picture 
reproduction.”” British Printer 


A Pitman Book 


Parker St. . Kingsway . London, W.C.2. 
= 


Jct THORNTONS 
help you with that f 

| 8.1.F. STAND 
Also portable displays fj 


Jsingle or quantity 


Designing and/or contracting 


THORNTONS’ (BIRMINGHAM) 


COMMON LANE, KENILWORTH 
Phone: Birmingham Stechford 4235 


FOR 
WEEKLIES 
AND 
MONTHLIES 
consult 
G. F. TOMKIN LTD 


= 


Day and Night 
PRINTERS 
501 /5 Grove Green Road 


LONDON, E.11 Tel. LEY 1164/5 


ae 
SILK SCREEN ARTS L 


97 SHIRLEY ROAD. CROYDON 
ADDItsScCOMBE 3147-6 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
PY EXPRESS 
DELIVERY 


A 7 
Dee /) as A 


(Krome 
<peciALITY * 


COVERS 


FOR 


BROCHURES 
CATALOGUES 


ETC. 


“wie 
ey tome Sow SH 


154-156 Fenchurch Street, E.C.3 
Man 2616 


Est. 1908 | Phone: Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.I 
Directors : 

George Mial!, Arthur Lambert, Percy Millward 

House to; House distribution of 

circulars etc. by men under efficient 

supervision. Envelope Addressing, 


Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


The Intimate Link 


YOU and YOUR PRODUCT ARE 
RELATED 

TO THE PEOPLE OF BOLIUN 
if you advertise in the 
“BOLTON STANDARD” 

which deals with the personal affairs of 

Bolton People 

x It creates the right atmosphere for you 


to sell your goods 
Its entire sale is in Bolton and sur- 
rounding districts There is no waste 
circulation, and it is Bolton's favourite 
weekly newspaper 
Continued sales increases 


Victoria ssn Bolton 4742/3 


nd 
115, High Holborn Landen, W.C.1. 
Chancery 8752 


| 
| 
| 


PADDINGTON 
ADVERTISING : 
COMPANY 
PADO NCTON 0168)? 


YLIGHT,,GLOWING POSTERS. ax: SPRING STREET W.2.— 


Sunderland. 
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INFORMATION 


Information stand designed by British Railways North Eastern Region, 

to assist 20,000 people who visited a model railway in Jopling’s Store, 

The setting was designed to give a railway station 

atmosphere and decorations included four large cut-outs depicting the 
evolution of the locomotive. 


Market Research 
Week-end Course 


Speakers for the course 
arranged by the Market Research 
Society, to be held in Leicester, 
this week-end will include: 
Messrs. Graeme Cranch, head of 
research, Mather & Crowther 
Ltd.; Dr. Henry Durant, director, 
Gallup Poll and of Social Sur- 
veys Ltd.; F. E. Edwards, general 
manager, British Market Re- 
search Bureau; C. Scarborough, 
research officer, Institute of In- 
corporated Practitioners in Ad- 
vertising; and E. D. Snelling, 
research manager, Gillette 
Industries Ltd, 


Hint Of Import Cut 
On Periodicals 


Replying to a question in the 
Dail the Irish Minister for 
Industry and Commerce (Dr. 
Thomas F. O'Higgins) said that 
the volume of imports of duty- 
free mewspapers and other read- 
ing matter was under examina- 
tion, but he was not in a position 
to say at present what steps, if 
any, were practicable to reduce 
such imports. 


AFTER BUSINESS 


HOURS 


‘Danger, Men 
oe 
Working 

(Lyric, Hammersmith) 

For the second play in their 
London season, the highly com- 
petent Northern Ireland Festival 
Company present John D. 
Stewart’s drama about the 
disastrous performance of a 
blustering English “show-off” 
brought in to speed up the build- 
ing of a hospital in Northern 
Ireland. Despite the fact that the 
author has overdrawn the 
Englishman to the point of cari- 
cature, so convincing are the 
individual performances of a 
talented company that the play is 
always interesting, often amusing, 
and at moments highly dramatic 


M.H. 


Visit To Agents 

Members of the publicity and 
public relations committee of 
Hastings Corporation _ visited 
S. H. Benson Ltd., the town’s ad- 
vertising agents, and the British 
Holidays and Travel Association 
last week. 


WILLS 


Lreonarp Frietcuer, Hounslow Road 
Whitton, Middlesex, a director of the 
Middiescx County Press, a former 
Information Officer to the Newspaper 
Society, left £1,363 19s. 9d. gross 


ALFRED INwoop, of Berwyn, Bickwell 
Valley. Sidmouth, London editor of the 
Sheffield Telegraph from 1900 to 1930 
a former chairman of the Newspaper 
Press Fund and of the London Press 
Club, left £1,579 Ss. Id gross, 
£1,490 18s. Id. net 


BANKRUPTCY PROCEEDINGS 

Water Harotp Situ, Clifton Ter- 
race, Cliff Town Parade, Southend-~on- 
Sea, Essex, printer. Order of Adjudica- 
tion March 28. 


NOTICE OF DIVIDEND 

JaMes Wa rer Pricketr, 46, Cloudes- 
ley Road, London, N.1, printer ie. 
459 of 1950. Compostion of 4s 
the £. payable April 17 at Renkrestcy 
Buildings, Carey wc2 


Legal and Gazette 


New Companies 


Clarity Publications Ltd., 63a Great 
Russell Street, W.C.1. Publishers, book- 
sellers. Nominal capital: £100. Directors 
P. Fisher and Ethel T. Fisher. 

Preview Publications Ltd. 
capital: £100 


Nomina! 
Subscribers: P. Hamlyn 


rma 

Vincent Stuart (Publishers) Ltd. Nomi- 
nal capital: £100. Director: V. G_ Stuart 

ing and Flack Ltd., 230 Hornsey 
Road, N.7. Sign makers and writers 
Nominal capital’ £1,000 Directors: H 
Flack, F_ Flack and H. J. Flack 

Cannock Chase Courier & Praill Ltd., 
3 Wolverhampton Road, Cannock, Staffs 
To take over business of newspaper 
proprietors printers and staboners 
carried on as “Cannock Chase Courier 
and E. Praill.." Nominal capital: £10,000 
Directors: D.C. P. McGill, Mrs. N. A 

cGill and A. Homeshaw 


a above-mcn. oned particulars of 

companies recently iT are 
‘chon jon the Daily Register compiled 
by Jordan and Sens, Ltd., Company 
Registration Agents 116 Chancery Lane. 
London, 
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Film Tie-Up On 
Unusual Hobbies 


Tie-up between Warner 
Brothers, Edinburgh cinemas, and 
the Edinburgh Evening Dispatch 
over the forthcoming picture 
“The Glass Menagerie” gave the 
Dispatch some useful stories. 

Basic idea of the link-up is the 
unusual hobby of the star. Asking 
readers to cite their unusual 
hobbies, the paper received a 
considerable number of front- 
page stories about those of local 
residents. 


SALES COSTS HINTS 
FOR STUDENTS 


Mr. L. M. Spalton, lecturing 
to London branch _ students’ 
society of the Incorporated Sales 
Managers’ Association, outlined 
a practical approach to the prob- 
lem of analysing sales costs, and 
their relation to manufacturing 
costs. 

Mr. Spalton indicated how 
sales costs are analysed to deter- 
mine the right net price; how un- 
profitable lines could be dis- 
carded. and how a= small 
unprofitable business should be 
diplomatically passed over to the 
wholesaler. 

The ratio of orders to calls 
should be carefully watched, and 
the field expense ratio, calculated 
by the formula: travellers cost 
divided by turnover, multiplied 
by 100, would be a useful guide. 


* 


THE 
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The Central Office of Information map on show at Kensitas House, 
London, gives employees and visitors a picture of the firm's export 
activity. Here A. E. Stephens (left), Kensitas overseas executive, and 
Svdnev Wildman, advertising and sales promotion, discuss marketing. 


FREE SHELTERS FOR AD. RIGHTS 


A proposal to permit advertis- shelters which the corporation 
ing on tram and “bus passenger might erect, or to submit a 
shelters in Glasgow is being con- separate tender for the advertis- 
sidered by the municipal Trans- ing rights and pay an annual rent 
port Committee following an _ per shelter. 
offer from a London advertising The firm’s identity has not 
firm to provide 50 shelters for been disclosed, but ADVERTISER'S 
the central area of the city free WEKLY was told that it is not 
of cost in return for the advertis- Frank Mason & Co. Ltd... 
ing rights for nine years. London, who hold the advertis- 

The firm make two alternative ing rights for the city’s vehicles 
offers—to meet half the cost of and subways. 


advertising 


Trade Chronicles Ltd. 
180 FLEET STREET, LONDON, E.C.4 


opportunities 


Two enlarged special numbers of The Furnishing 
World—to be published on April 27, and May 4—will 
record, in vivid word and picture, the outstanding 
exhibits of the Furnishings and Furniture Sections 
of the 1951 BRITISH INDUSTRIES FAIR. 

Together, these two B.LF. numbers 
at The Furnishing World stand—will provide an 
impressive permanent souvenir and buying-guide 
for thousands of home and overseas buyers. 

MAKE SURE, therefore, that YOUR client’s 
advertisements appear in the all-important B.LF. 
issues of the trades’ liveliest newspaper. 


ADVERTISER'S WEEKLY 


BIG DISPLAY OF 
HOUSE ORGANS 


Several hundred house journals 
from all parts of the world will 
be shown at an exhibition at the 
Convention Hall of the Ministry 
of Labour and National Service, 
as part of the European Congress 
of Industrial Editors. 

This Congress, to be held May 
23-26, has been organised by the 
British Association of Industria! 
Editors in conjunction with the 
Festival of Britain. 


Stores Keen On 
Posters Offer 


Value of the use of colour in 
window display is shown by a 
direct mailing which British 
European Airways sent to ap- 
proximately 300 departmental! 
stores throughout the country. 
B.E.A. offered a selection of their 
latest colour posters as back- 
ground in any fashion or holiday 
travel window. 

A folder showing smal] repro- 
ductions, together with sketches 
of suggested ways in which the 
posters could be used, was sent 
out with the letter. Within a 
week, more than 100 stores re- 
plied asking for posters. One 
firm is planning to use the 
posters in 27 of its stores. 

This new promotion tie-up was 
arranged by the sales and market- 
ing division of Colman, Prentis 
& Varley. 


GREAT ISSUES- 
2 outstanding 


available 


Undoubtedly the trades’ leading newspaper . . . 
undoubtedly THE advertisement medium for YOU 


Tel: 
CHAncery 
8844 
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CLASSIFIED ADVERTISEMENTS 


LAYOUT / PRODUCTION 
ASSISTANT 


wanted for London Office of 
well-known Agency. Must be 
capable of handling adaptations 
and all mechanicals ; this implies 
practical experience of a general 
character—preferably with small 
or medium-sized agencies—and 
a working knowledge of typo- 
graphy and process engraving. 
Ability to execute layouts for 
submission to client is also 
desirable. Salary according to 
ability—now, and as progress is 
made in the job. This is a good 
opportunity to join an expand- 
ing organisation. Apply in first 
place, to General Manager, 
giving age and comprehensive 
details of experience to 


} 


Box 150! 
Advertiser's Weekly, 180 Fleet St., E.C.4 
All applications will be acknowledged 


ADVERTISEMENT REPRESENTATIVE 
required for group of International 
Trade (Engineering) Journals, offering 
ample scope for Energetic Man Full 
details of experience to 

Box 1558 Ad. Weckly 180 Fleet St EC4 


GOOD ALL ROUND ARTIST required 


capable of producing high-class 
Write salary required 

_ Box 1511 Ad. Weekly 180 Fleet St EC4 
COPYWRITER wanted for Advertising 
Department of large Manufacturing 
and commercial organisation in 


work 


Middlesex Age up to 25 Interest 
and scope is considerable for person 
of imagination and energy Appoint- 
ment can be kept open till end of 
June for suitable applicant Experi- 


ence is not essential but give particulars 
of education and any previous employ- 


men to 
Box 1554 Ad. Weekly 180 Fleet St EC4 


RATES: APPOINTMENTS VACANT 3s. 64. = line. APPOINTMENTS WANTED 
Ss. inch 


3s, per line. Display panel 3: 
Display panel 45s. 


24 letters, ignoring space. 


per inch. Mini 


Additional fee of 9d. is charged for use of Box Office. 


insertions, 5), on 13, 10% 


on 26, and 15 


seven insertions MUST BE PREPAID. 


Street, 


E.C.4. 


“Advertiser's 


"Phone Chancery 8844. 


APPOINTMENTS VACANT 


service exists 


salary earned, etc., 
in confidence 


ACCOUNTS EXECUTIVE 
wanted by well known London Agency (I.P.A.) 


We are an agency of medium size—well established, financially sound, 
and with creative and administrative departments which, we believe, 
maintain more than the average efficiency 
clients is exceptional, therefore our billings have been progressive, 
year by year, over a lengthy period 

We now have a vacancy for an additional experienced and well- 
trained Accounts Executive—preferably between the ages of 35/40— 
able to make the most of our service and also to help us introduce it to 
advertisers who, for all we know, are unaware that such an advertising 


Applications, which should give full details of previous experience, 
will be handled only by our Principal and treated 


Box 1563 Advertiser’s Weekly, 180 Fleet Street, E.C.4 


The range of our service to 


LONDON ART SERVICE 


require fe- 


touchers who are capadle of producing 


highest class mechanical, picioral and 
colour work Congenial surroundings 
in new building giving ample working 
space Superannuation an sick 
benefit schemes Write or telephone 
for appointment—Art Directoe, Artists 
House, Manette Street, W.1. Gerrard 
8286 

ADVERTISING. Experienced space 
salesman, reputable outdoor advertising 
company Liberal commission basis 
age, details 
Box 1592 Ad. Weekly 180 Fleet St EC4 


Technical Publications Department of large Engineering 
Group requires additional staff for preparation of extensive 


variety of technical literature. 


Applications for employment, 


invited from first-class :-— 


in West London, are 


(1) Technical Authors—able to initiate, visualise, write, 
and supervise the completion of Sales Brochures and 


Instructional Literature on technical subjects. 


LC., 


Electrical or aircraft engineering training and previous 
experience of this class of work is essential. 


(2) 


Technical Artists—able to prepare sectioned per- 


spective drawings from blue prints, and preferably 
also work them up for half-tone reproduction. 


(3) 


Layout Artists—able to design covers and produce 


page by page layout of entire contents of Leaflets, 
Brochures and Manuals. 


(4) 


Retouchers—able to work up half-tones from outline 


drawings andlor experienced in precise retouching of 


engineering photographs. 


(5) 


Production Clerk—able to arrange and progress 


printing and issue of publications. Will be required to 
segregate costs and supervise stocks and filing of 
returned art work and blocks, etc. 


Write, giving full details of experience and salary expected 
and quoting ref. 495, to Central Personnel Services, 


ENGLISH ELECTRIC CO., LTD. 
24/30 Gillingham Street, London, S.W.1 


TECHNICAL 


LEADING COMPANY in | 


PUBLICATIONS 
DEPARTMENT of A.C. Cossor Ltd., 
Highbury, N.S, require a person to 
ass st gencrally in handbook layout and 
preparation of illustrations and dia- 
grams Some photographic ce-touching 
experience an advantage Write full 
particulars to Personnel Manager, 22 
Highbury Grove, N.5. 

Maidstone 
area requires the services of an 
Assistamt Sales Clerk with some know- 
ledge of selling, administration, and 
preferably with export expericnce 
Applicants should have ability to deal 
with simple correspondence, 
pleted National Service Training, 
should be in their early twenties. 
dence in Maidstone area essential 
Commencing salary £350 p.a Reply 
with full particulars to 
Box 1557 Ad. Weekly 180 Fleet St EC4 


@ ADVERTISEMENT MANAGER 


to control rapidly expanding weekly 

and monthly periodicals. Connec- 

ons with leading agencies essential 

Suggested commencing remuneration 

£500 p.a. Plus Write in first 

instance General Manager, 

DANCELAND PUBLICATIONS LTD. 

= 34 Exeter Street, London, W.C.2 


RETOUCHER. 


First class retoucher re- 


quired by London Studio Ideal 
working conditions. five-day week, 
200d opportunity for first class work. 


Write fully stating age, 
vy regtited to 


0 Ad. Weekly 180 Fleet St EC4 


experience and 


ARTIST REQUIRED for ihe make-up of 


AN IMPORTANT GROUP of | 


-ADY aged 30-40, | 


adapiauons Good layout sense and 
neat work mecessary Adapt Service, 
S_ Rosebery Avenue, E.C.1 Terminus 
8770 


required beginning af 


May to take charge of very busy 
genera! office of West End Advertising 
Agency Must be experienced short- 


hand typist and preferably with knowl- 
— of classified advertising. Able to 
ontrol = staff Write fuli details to 
Managing Director, Austin Knight Ltd., 
King Edward Mansions, 2i2a 
Shaftesbury Avenue, W.C.2 
Com- 
manufacturing Commercial 
Vehicles, Diesel Engines, etc., has an 
immediate vacancy for an assistant 
in its centralized publicity department 
situated W. London district. The man 
chosen will be mainly required to 
assist in the production of illustrated 
Specifications, brochures and general 
sales literature Writing and layout 
ability is therefore essenual, as well as 
a good working experience of printing 
technique and reproduction processes 
A general knowledge of road transport 
vehicies and diese! engines for marine 
and industrial use is desirable and 
some acquaintance with exhibition 
work will be regarded as an advantage 
Apply giving - full details and 
suggested salary 
Box 1533 Ad. Weekly 180 Fleet St EC4 


panies 


"Phone your Classifieds to CHA 8844 (Ex 23) 


AREA MANAGER and SPACE 


PRIVATE 


Avrit 12, 1951 


APPOINTMENTS VACA 


ADVERTISEMENT MANAGER 


for a 
well-known trade journal. Opportunity 
for a high-grade space salesman to 
qualify after probationary period as 
representative. Keen and energetic man 
required, able to present a convincing 
record 

__Box 1566 Ad. Weekly 180 Fleet St EC4 


SPACE SALESMAN wanted for estab 


lished trade journal in Lo 
(Independent publication). Valuable 
opportunity for a man of character 
with a good record. Write fully giv- 
ing age and last three employers to 
Box_1567 Ad. Weekly 180 Fleet St EC4 
SALES. 
MAN required in Scotland. Successful 
applicant given control of Scottish area 
and will also be required to take up 
residence in the territory. Write stat- 
ing agc, marital status, <a experi- 
ence and whether car own 

_ Box 1568 Ad. Weekly 180 ‘Ficet St EC4 
SECRETARY to Managing 
Director trade journal pubiishers. Fully 
experienced shorthand 
gencral organising ability 
Please reply in confidence giving age 
and details of previous experience 
Box 1569 Ad. Weekly 180 Fleet St BC4 


ARTISTS 
WANTED 


1. Good lettering artist cap- 
able of clean stylish lettering 
with first class finish’ 
2." All round General Artist, 
able to use airbrush and work 
in black and white and colour. 
Both positions are pas 
carry good salaries. Five-day 
week. 

Call or write 


Mr. Bannister 


HAWKE STUDIOS LTD. 
22 CHENIES STREET, W.C.! 
Phone: MUSeum 1181 


ADVERTISING MANAGER 


for a live 
textile trade weekly, offering scope for 
considerable development Remunera- 
tive position for the right man, who 
must be thoroughly experienced and 
with good sales record. Write fully, 
in confidence, — age, experience 
and salary required 

Box 1560 Ad Weekly. 180 Fleet St BC4 


LAYOUT 
Man)" ~ 


A London Agency 
Strengthen group handling a 
large national account. Appili- 
cants must have had five years” 
agency experience, and a lively 
and fresh but not eccentric 
approach to layout Fast and 
competent work is expected and, 


requires to 


in addition to good looking 
pencil roughs, more finished 
work may on occasion be 
required. 


THE SUCCESSFUL APPLICANT WILL 
BE SECOND IN STATUS TO GROUP 
ART DIRECTOR, AND A PROGRES- 
SIVE FUTURE CAN BE ASSURED TO 
THE RIGHT MAN 


Write, giving full particulars to 


Box 1543 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


THE MEDICAL 


Department of a 
Pharmaceutical firm in London w 
to engage a Secretary interested 
responsible post and with experience 
in the — of medical prepara- 


tions. App 
Box 1559 ved Weekly 180 Fleet St BC4 


ji ae a See te CG ere ei es le Ferg 0 I ie. ae el 
es % PF 
TCS rt~<C;CSC;™~™~O : mber counts as one line and is to be paid for. Pie 
nn 8 §«Series discounts 2)°% on 7 oe 
: on 52. All advertisements for less than 
Se $8 Address: EMS Weekly,” 180 Fleet 
PC eC 
ae ¥ 
- «eee § _ ‘ 
| = 
| pe 
—- SS es 
* Pt F 
| 
i | 
| es | ———| 
| po j 
7 
. ST PO —_—_—_ ey 4 
rs a } es 
es eo 
: i‘ (tti(‘(‘élttt:;:*‘CsrmC ° a 
| “ 
: SS ee a os 
< 
oe | rs a 
5 ee | pe 4 
; \ | ie) 
ee 
. ee 
: ee | <a 
© +, 
, ee = 
te if { z Si Sate 4 : 7 . ef 


Aprit 12, 1951 


APPOINTMENTS VACANT 


NORTH EASTERN GAS 
BOARD 


Applications are invited for the 
position of Publicity Assistant in 
the Commercial Office (Publicity 
and Public Relations Section) of 


APT 7 of the National Scale 
(£450-£530) — the commencing 
salary to be in accordance with 
qualifications and experience. 
The duties will be primarily to 
assist the Publicity Officer in the 
routine work of the Department, 
but also, as its public relations 
activitics are developed, to collect 
information and write articles for 
the press and possibly a Staff 
Journal. 


The main qualifications required 
are (i) a general knowledge of 

crn publicity practice () 
experience in an Advertising 
Agcncy or Publicity Department 
(3) a marked aptitude for writing. 
Diploma 
bh not 


or equivalent, th 
essential, is desirable. 


The successful applicant will be 
required to pass a medical examin- 
ation and to subscribe to such 
scheme of Superannuation as the 
Board may adopt. 


Applications giving age, full 
details of qualifications and 
experience. together with the 
names of two referees, should 
each the undersigned not later 
than 7 days after the appearance 
of this advertisement. 


J. C. Garpner, 
Secretary. 
Bridge Street, Leeds, 2. 


NCED = Circulation 
4 Subscription Representatives re- 
quired. Weekly and monthly journals. 
All parts U.K. Able to drive car or 
motor cycle. Write full particulars 
Box 1556 Ad. Weekly 180 Fleet St EC4 


FULLY  EXPERIE! 
an 


ADVERTISEMENT Space Salesmen for 
displays on Postal Service Machines in 
high-class sites throughout territory (a) 
Yorks,. Lancs, Ches. (b) Midlands. 
Expetience in this type of publicity pre- 
erred. Generous commission, expen- 
Ses nd bonus Full Particucars 
quoting references to 

Box 1582 Ad. Weekly 180 Fleet St BC4 


pr London Agency 

the following _ staff 
ntly. Only fully qualified 
need apply. 


Senior Desizner 


to handle a group of accounts. 
This is an important job with 
appropriate salary. A_ high 
standard of competence in 
a hey pencil roughs 
— igure work) is the 
loremost consideration. 


Lettering Artist 


with a full knowledge of 
process work and a good 
general background of ex- 
rience in either agency or 
tudio, 
WRITE, GIVING FULL DETAILS TO 
Box, 1588 
Advertiser’s Weekly, 180 Fleet St., E.C4 


RETOUCHER required for Company's 
private studio. Specialist in machinery 
work essential. Full-time. Reply 
Stating experience and salary required 


to 
Box 1580 Ad. Weekly 180 Fleet St EBC4 


CLASSIFIED ADVERTISEMENTS 


POINTMENTS VACANT 


OPPORTUNITY FOR YOUNG 
SALES PROMOTION MAN 


as Assistant to Sales Manager of a substantial Company marketing 


chemist lines, phar 


qualifications, experience to 


be able to write acceptable copy based on specifications provided, and 
produce rough layouts to a reasonable visual stage. They should have 
some primary knowledge of marketing and market research. They 
must be able to work intelligently with the Company's Advertising 
Agents and with blockmakers and printers. Salary £650 to £750, 
according to experience. Please write in confidence, stating age, 


Box 1564 Advertiser’s Weekly, 180 Fleet Street, E.C.4 


and sundries. Applicant must 


PRODUCTION ASSISTANT for West 
End Agency Knowledge of blocks, 
printing and layout desirable. Five-day 
week. Superannuation. Write giving 
age, experience and salary required to 
Box 1571 Ad. Weekly 180 Fleet St BCs 

JUNIOR PRODUCTION EXECUTIVE 
required by small London Agency. 
Responsible position for versatile young 
man ¢€ in Agency 
Continuity of all production work 
including print. Should be able to 
correspond with, and when necessary, 
contact clients. This position offers 
full scope for all round ability and 
initiative. Write giving previous experi- 
ence, salary, etc.. to MARK FAWDRY 
LTD., Regency House, Warwick Strect, 
London, W.1. 

BURROUGHS WELLCOME & CO., 
have a vacancy for a creative layout 
artist with sound up-to-date experience 
in typography and the use of good art- 
w to take key position in their Art 
Unit, handling press advertising and 
the production of booklets, brochures, 
etc. Applications, which will be 
treated in confidence, should give full 
particulars of age, experience and also 
an indication of the salary required— 
The Manager, Publicity Division, 
Burroughs Wellcome & Co., 183/193 

Euston Road N.W.1 

CONTACT MAN services required for 
interesting proposition. Write in con- 


lence to 
Box 1561 Ad. Weekly 180 Fleet St BC4 
5. Y, commission, expenses for 
space salesmen—Scouand, North and 
South Wales. First class media. 
Apply with references. i 
Box 1555 Ad, Weekly 180 Fleet St EC4 


Additional Staff 
required for our 
London Office 


ACCOUNT EXECUTIVE 


The -nan we seek is probably under- 
studying a Senior Executive or Direc- 
tor, and is capable of servicing a 
variety of accounts. All-round 
agency experience and an cye for 
detail are essential. A flair for copy 
would be an advantage. Initial salary 
about £500, with the full backing of 
a young, keen and efficient Agency 
team, great opportunities, and no 
limit to progress. 


CREATIVE STAFF 


We also want a Studio or Agency 
trained man (or girl) who can produce 
intelligent visuals; clean workman- 
like roughs and some finished art- 
work or lettering. Figure work an 
advantage. Starting salary about 
£400 in fully equipped Studio, 

Staff Pensions Fund (within certain 
age limits), and Profit Sharing 
Schemes apply to both posts. Write 
fully, mm confidence, and mark your 
letter “STAFF.” 


S. C. PEACOCK LTD. 
17 AIR STREET, LONDON, WI. 


YOUNG MAN with indoor agency 
experience wanted for leading weekly 
newspaper. 

_ Box 1578 Ad. Weekly 180 Ficet St BC4 

ARTIST WANTED, one used to process 
retouching. Permanency for right man, 
with old established le 

__Box 1552 Ad, Weekly 180 Fleet St BC4 

BOY REQUIRED for Publicity Depart- 
ment of large Film Company in War- 
dour Street. Opportunity for intelligent 
youth wishing to make his career in 
Public.y and Advertising. 

Box 1579 Ad. Weekly 180 Fleet St BC4 


Engineering concern at Croydon 
require young man with flair for 


JOURNALISM 


to prepare editorial and publicity 

matter for technical journals, 

also carry out liaison work with 

advertising agents. State age, 

experience, salary expected. 
Box 1576 

Advertiser's Weekly, 180 Fleet St., E.C.4 


FIRST CLASS terms offered to first 
class workmen in Progressive Tecs-side 
Printing Works. Compositors and 
Caster Attendant to take charge of 
new plant. Bonus and Five-day week 
in operation. Details to 

Box 1581 Ad. Weekly 180 Fleet St BC4 

LEADING OUTDOOR PUBLICITY 
CONTRACTORS require site getier in 
Midlands area. Good salary and per- 
manent employment for right man. 
Reply stating age experience, etc., 

__Box 1583 Ad. Weekly 180 Fiect St BC4 

ADVERTISEMENT REPRESENTATIVE 
tequired for old-established technical 
Publication Fixed salary and com- 
mission. on London. Apply 
Stating qualifications, 

Box 1562 Ad, Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


SENIOR ASSISTANT of “known"’ firm 
seks post of Assistant Advertising 
Manager or similar post with a firm 
handling its own publicity and adver- 
tising. Young, keen and energctic all- 
rounder from art-work to correspon- 
dence: to be relied upon to see the job 
through from “brainwave to paying 
the cost of it. Control of Deparument 
and Representatives. Available for 
interview any time. Commencing salary 
required £650. Write 
Box 1573 Ad. Weekly 180 Fleet St BC4 

COMPETENT CAPABLE Agency wained 
advertising man (23), desires post 


aspects at Agency work including client 
contact. Strong points: production, 
layout and administrative ability. 
_ Box 1574 Ad. Weekly 180 Fieet St BC4 
YOUNG LAYOUT ARTIST (4), 4 
years’ studio/agency experience, seeks 
ition in London Agency 
jox_1573 Ad. Weekly 180 Ficer St BC4 
SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 


Ouse. itcom| 
(WHitehall 5924). We 
efficient personnel. 


UBLICITY—Experienced writer offers 
Mexican and/or Central American 
coverage. etainer basis, EZA, 
Aureli Rivera 4, Mexico 20, D.F. 


to CHA 8844 (Ex 23) 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


EXECUTIVE/COPY- 


Compiece agency training, top-level 
experience on leading national 
accounts, 
Box 1584 Ad. Weekly 180 Fleet St BCs 
YOUNG MAN (34), keen, conscientious, 
secks position of responsibility in 
advertising Able copywriter with 
cleven years’ all-round experience in 
book and magazine publishing. Please 


reply to 
Box 1585 Ad. Weekly 180 Fleet St BC4 


ARTIST & DESIGNER 
Fully experienced in Industrial 
subiects. Interior and Exterior 
Views, in Colour. or ine. 
Modern treatment—Figure and 
Still Life. Requires post with 
feliable firm specialising in similar 

wor rite 


Box 1577 
Advertiser's Weekly, 180 Fleet St., E.C4 


SMART, efficient young woman seeks 
POSt aS personal assistant to technical 
chief in photographic business. 

ox_1589 Ad. Weekly 180 Fleet St BC4 

TTERING and General Artist requires 

part-time work. 

m 1525 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


TECHNICAL ILLUSTRATION for re- 
‘oduction., Retouching, Exploded 
iews, Perspective Drawings, prepared 

from blueprints under qualified techni- 
Halt & Parw 


cal supervision. E. H. ners, 
58 Croydon Road, enham, Kent. 
BECkenham 
COMMERCIAL AR 
and shoe drawing. mechanical 
illustration and lettering secks good 
connections. Prompt service a 


guaranteed. 
Rox 909 Ad. Weekly 180 Fleet St BC4 


free lance wor 
Box 1591 Ad, Weekly 180 Ficet St EC4 


BUSINESS OPPORTUNITIES 


DIRECTORSHIP (active or otherwise) q 


offered to person able © produce 
orders for arr work Write. 
_ Box 1586 Ad. Weekly 180 Ficet St EC4 


CAMERA TALKS for Photographic © 


Bulkprinting, 23 Denmark Place, Lon- 
don, W.C.2. Tem. Bar 1828. 


FIRM with 13,000 ft. Factory in develop- © 


ment area, well in prod ry 
multiple Display Units, etc., used to 
high standard finishes in cellulose, also 
with plaster casting section, wishes to 
link up with London firm with facilities 
for design and sales outlet. References 
given and required. Accustomed to 
confidential trade work. All replies 
treated in strictest confidence. 

Box 1553 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


FLEET STREET, E.C.4, approximately 
12,000 sq. ft. light offices with lift and 


part . . in im amt building 
QUEEN VICTORIA STREET / ST. 
P,ULS, approximately 4,500 ft, re- 
déorated offices; warcho’ etc., with 


oss & Partners, 15 South Molton 
_ Street, W.1. MAY 4917/8/9, 
OFFICES or Studios to let. Second floor 
off +4~* Sureet £2 weekly cach. 


Own furosture, 
Box 1572 Ad, Weekly 180 Fleet St EBC4 


SALES AND WANTS 


COMMERCIAL ARTISTS nced “Tech- 
nique ol Advertising yout.”’ 
Hundr of illustrations 185 pp. 
Cloth, 15s, Partridge Publications. 


See March 22 issue of Advertiser's 
Weekly, pages 526 and 527 for 
the Advertising Services & 
Supplies Section. April 19 will 
be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


Tuurspay, Aprit 12, 1951 


1E a copy 
52/6 a year . 
Post free 


55/- (overseas) 


It is possible: [such flexibility! 


Younger Budget Films and Filmlets are 


the most flexible of all advertising media. 


They can be adapted to any marketing 
problem, and will deliver your message 
at exactly the time you choose to the 
whole or any part of a nation-wide 
audience totalling five million a week, 
and at known cost. 


IT IS POSSIBLE to plan your 
campaign on a National, Regional or 
Local basis. You may choose the cinemas 
you require from a list of more than 
1000 halls in the Younger network — 
thus giving you the precise coverage 

and sales tie-up you need. 


IT IS POSSIBLE to deliver 
your story to five million actual 
viewers per week at an average 
cost of 2/- per 1000. 


IT IS POSSIBLE to put the 
utmost drive behind your 
campaign in your selling seasons 
with a 50 ft. film and to sustain 
interest in between with continuous 
inexpensive filmlets. 


IT IS POSSIBLE to show a 20 ft. 

filmlet (13 seconds screening time) in 150 

cinemas for 13 weeks for £1000, or a 50 ft. 

film (33 seconds) in 300 cinemas for 13 weeks 

for £5000, or a 30 ft. film (20 seconds) in 500 

cinemas for a complete year for £20,000—or to 

spend any amount in between, according to 

your requirements. The whole Younger story 
cannot be told in one advertisement. 


The cost of making Younger Budget Films and 
Filmlets will be covered in our next announcement 
in this journal on May 10th. But you can get 
full information and an illustrated brochure 

at once from 


28 ALBEMARLE STREET .- 


LONDON WI «+ REGENT 6593 


STOP PRESS 


COPYRIGHT PROBE 


Committee appointed to re- 
view copyright law affecting 
literary, dramatic, musical, art- 
istic works and technical devel- 
opments. Marquess of ng 
is chairman. 


NEW ACCOUNT 


To Dorland Advertising Ltd.: 
Rayner (Rayner & Keeler Ltd.), 
dispensing opticians and instru- 
ment makers, New Bond Street, 
and main provincia] centres. 
Initial campaign starting York- 
shire, Lancashire, Cheshire. 


CAMPAIGN NEWS 


A. T. A. Advertising Ltd., a) 
pointed agents for Annie Lau e 
tch marmalade. Campaign 
in provincials and local Press. 
Posters on London buses and 
trolley buses. 

Barnardo’s Homes running 
limited campaign in America, 
New Zealand, Australia, South 
Africa, inviting visitors to 
Festival of Britain to visit their 
Homes. Agents: Nevin D, Hirst 
(Advertising) Ltd. 


Mrs. Gifford, wife of Ameri- 
can Ambassador, will be guest 
of honour at dinner by Women’s 
Advertising Club of London 
during International Advertis- 
ing Conference, 


Executive of Leeds Publicity 
Club arranging special welcome 
when Club Development Cc 
mittee meet at Harrogat- 
Saturday. Leeds ch’ 
oe J. Sutcliffe, giving 
tail party for delegates, * 
shire Post” giving dinner. .~ 


Published by the Proprietors, 


BUSINESS 
April 12, 1951. Dekasad Gs Uhagad by Seapton Petaase 


IBLICATIONS, Led., at their office at 180 Fleet Street 
Limited 


at their Great Titchfield § 


penton, E.C.4. (Phone : Gomme 8844 
reet, London, establishmen 
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